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ABSTRACT
This research proposes and validates the Online Social Presence (OSP) scale and
framework as an effective means of addressing the struggle e-tailers have encountered in
attempting to create persuasive and effective online retailing experiences, which persuade
customers to purchase their products and services. Online Social Presence (OSP)
reexamines and extends the original social presence theory to the complex and dynamic
e-tailing environment to address research that indicates that the typical online shopping
experience lacks warmth and sociability.
A robust mixture of qualitative and quantitative research methods were employed
to validate the Online Social Presence (OSP) as containing three reflectively measured
first-order constructs (intimacy, immediacy, and authenticity) which formatively create
the second-order construct of OSP. The research process included qualitative item
generation and qualitative and quantitative item purification procedures. PLS-SEM was
employed to validate a twenty-one item validated OSP scale and establish nomological
validity of the OSP scale and framework in the context of e-Satisfaction as an established
outcome variable.
Keywords:

Authenticity, e-tailing, e-Satisfaction, Immediacy, Intimacy, Online
Shopping, Social Presence, Online Social Presence
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CHAPTER 1: INTRODUCTION
Industry sales reports detail the growing significance of the e-tailing marketplace.
In 2010, US online retail sales grew 12.6% to reach $176.2 billion. Moving forward,
online retail sales are expected to grow at a 10% compound annual growth rate (CAGR),
reaching $278.9 billion by 2015. Despite the magnitude of online sales, e-tailers are
struggling to recreate the live shopping experience online. Researchers have noted that etailers encounter "challenging opportunities in designing attractive and effective online
retail environments" (Wallace, Giese, & Johnson, 2004, p. 250). They also describe etailing as "typically lacking human warmth and sociability" (Hassanein & Head, 2007, p.
690), as a technical "information system" (Van der Heijden, Verhagen, & Creemers,
2003, p. 42) and lacking the "social presence" of physical retailers necessary to generate
trust and purchase intention (Gefen, Karahanna, & Straub, 2003, p. 51). The importance
of the e-tailing environment and the challenges e-tailers encounter in transitioning to the
online business environment raises an important question: How can e-tailers deliver a
robust experience in the online environment?
To address this question, I investigate the role of social presence online and
propose the Online Social Presence (OSP) scale and framework to assist e-tailers in the
online environment. Social Presence theory originated over thirty years ago when Short,
et al. (1976) defined Social Presence as a "subjective quality" of a communication
media's ability to saliently transmit interpersonal information (pp. 65-66). Some
researchers (e.g., Gefen, et al., 2003), built upon prior social presence research in one-to1

one communications, and others have subsequently confirmed the role of social presence
in e-tailing. Social presence has been confirmed as an important antecedent to a variety
of desirable outcomes in online environments, including trust (Gefen & Straub, 2003,
2004), loyalty (Cyr, Hassanein, Head, & Ivanov, 2007) and satisfaction (Evanschitzky,
Iyer, Hesse, & Ahlert, 2004; Szymanski & Hise, 2000). Recognizing the contributions of
this research, I seek to more intensively extend Social Presence into the online
environment to address the specific challenges of effective communication in e-tailing.
The e-tailing context offers an area of research where business performance is noted to
suffer due to the challenge of conveying the personal nature of the e-tailer's selling
proposition through electronic media. This proposal leverages the uniqueness of the etailing environment to re-examine social presence in the online environment.
Social Presence theory (Short, et al., 1976) provides a unique lens through which
to examine the change in the dynamics of communication between retailers and
consumers as purchases shift into a new environment. Simply stated, the exchange and
interpretation of information between a retailer and a consumer changes as commerce
shifts from a mode of one-to-one communication within the retail environment to a mode
of one-to-many communication within the e-tailing environment. Greater online social
presence offers e-tailers more comprehensive and effective performance in achieving
their communication goals by establishing a stronger connection with consumers.
To offer insights into e-tailing offerings, I draw from research on the transmission
of social presence via communications media. This body of learning was created across
the disciplines of communications, education and e-tailing. For example, the work by
Short, et al. (1976) demonstrated how to more effectively match communication
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objectives to a given communication medium. In 1976, a retailer’s range of
communication media options was relatively limited. Matching communication
objectives with media may have represented a simple choice like choosing between an inperson conversation, phone call or letter. Over the intervening years, technology has
advanced, and the number of electronic communications media has greatly expanded and
thus complicated the process of matching objectives to the media. Today, e-tailers must
not only ensure that their communication objectives are effectively translated across
different media (e.g., print and direct mail), but they must specifically ensure the
effective delivery of their communication objectives through their online shipping
environment.
While researchers have established a great deal of knowledge regarding social
presence, developing a formal construct operationalized with a scale and validated
measures can pull together knowledge accumulated across disciplines and advance our
understanding of online social presence. To establish the proposed Online Social
Presence (OSP) scale, this research defines online social presence in an e-tailing context
as "the subjective quality of a communications medium to transmit person-to-person-like
attributes." This definition draws upon knowledge established across multiple streams of
research. The proposed definition of online social presence is supported with three
dimensions (first-order latent constructs), including validated measures, which form the
construct of interest: the proposed Online Social Presence (OSP) construct.
Methodologically, the proposed OSP scale answers calls for more rigorous instrument
validation (Boudreau, Gefen, & Straub, 2001; Straub, 1989) by beginning the research
process with well defined constructs. Furthermore, this research proposes to utilize both
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formative and reflective measurement techniques to offer both scholars and e-tailers a
sound basis from which to advance both research and practice in the e-tailing
environment. This framework will be evaluated utilizing Structural Equation Modeling
(SEM) and second-order construct testing via Partial Least Squares Structural Equation
Modeling (PLS-SEM).
The proposed Online Social Presence (OSP) construct and subsequent scale build
upon social presence research to address the change in conditions affecting the nature of
communication required between e-tailers and consumers. A better understanding of
online social presence should allow practitioners to achieve a greater ability to convey
their product message and improve the e-tailing experience, thereby, driving stronger
business results. Similarly, the OSP construct and scale will afford researchers a basis
from which to further explore the dynamics of how an e-tailer influences consumeroriented outcomes in the large and growing e-tailing environment.

Figure 1: Proposed Online Social Presence (OSP) Construct

Online Social Presence
(OSP)

H1
Intimacy

H2

H3

Immediacy
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Authenticity

CHAPTER 2: LITERATURE REVIEW
2.1

Social Presence
To examine online social presence in the context of e-tailing, it is first necessary

to understand the evolution, development, and application of Social Presence theory
across the disciplines of telecommunications, marketing, information technology, and
more recently, education. This review of prior social presence research yields alternate
definitions, developed over time, for the term social presence (Lee, 2004a). To address
these variations in defining social presence, I articulate a working definition of online
social presence that recognizes the uniqueness of the e-tailing environment and present
this definition in conjunction with a review of literature across the dimensions of
intimacy, immediacy, and authenticity.
Social presence was originally defined as a single item construct (Short, et al.,
1976); however, reviewing subsequent social presence research in light of the unique
nature of the e-tailing environment provides the opportunity to explore online social
presence as a multi-dimensional construct. Additionally, researchers have presented two
divergent views of social presence measurement are identified where social presence is
viewed either as a quality of a communications medium (Short, et al., 1976) or as a
quality of the individual receiving communications cues (Gunawardena & Zittle, 1997).
Consistent with the majority of social presence research, and the nature of
communications within the e-tailing environment, the position of online social presence
is supported as a quality of the communications medium.
5

2.2

Development of Social Presence Theory
Generally, The Social Psychology of Telecommunications, by Short, et al. (1976)

is considered the origin of the study of social presence mediated by technology
(Albertson, 1980). Short, et al.'s (1976) research is the culmination of a jointly
sponsored Communication Studies Group working at University College in London,
which examined the psychological impact of technology on communications (Albertson,
1980). In order to examine the phenomenon of social presence outside the condition of
face-to-face interaction between two or more persons, Short, et al. (1976) combined
original laboratory research with insights from a large breadth of existing studies. As one
of the first to address the socio-psychological aspects of telecommunications (Albertson,
1980) provided the foundation for how to define and examine social presence across
communications media (e.g., telephone, letters, facsimile transmissions and even email,
which did not emerge until the 1990's).
Considering the current e-tailing context, developing a better understanding of
social presence in the context of evolving technology (i.e., e-tailing), is consistent with
the evolving environment Short, et al. addressed in 1976. Although the
telecommunications phenomenon was not a new condition (given the invention of the
telephone in 1876 and the prior existence of the telegraph), Short, et al. (1976) began
their investigation into social presence by noting a prior lack of research in the area of
technology (e.g., in relation to the telephone). They noted that technology was well
established as intervening in and facilitating communication between persons, and that
communication between persons and groups of persons forms the foundation of social
presence.

6

In examining the role of technology in communications between persons, Short,
et al. (1976) explored the elements of communication as being broadly categorized into
visual and audible cues. Examples of visual, non-verbal cues include facial expressions,
head tilts and/or nods, eye movements, direction of gazes, hand gestures, posture, dress,
and even the physical distance between individuals. Examples of audible, non-visual cues
include words, phrases, sentences, pauses, voice intonation, sighs, sounds, and volume.
In the case of face-to-face communications, visual and audible cues are combined with
interactive effects. For example: a "no" response may be signaled audibly, by a simple
statement; visually, by the shaking of one individual's head from side to side; or by
combination of one or more audible and verbal cues. The capacity of the technology to
transmit visual and/or audible cues alters both the social presence evoked in the
interaction and each individual's utilization of audible and/or visual cues.
In examining the role of technology as it interacts with and alters the audible and
visual presentation of person-to-person communication, Short, et al. (1976) defined social
presence as, “the subjective quality of the medium to transmit communication in terms of
the degree of salience achieved in a person-to person interaction.” In other words, social
presence is the ability of communications media to simulate the cues and attributes of a
person-to-person exchange, and this forms the construct of social presence.
Short, et al. (1976) established a working definition for social presence and
continued their research to operationalize social presence via a one-dimensional survey
instrument. They drew from previous research to operationalize social presence by
incorporating the concepts of intimacy (from Argyle & Dean, 1965) and immediacy,
(from Wiener & Mehrabian, 1968). Their early research measured social presence by
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using a single item (impersonal/personal). They found a single measure problematic and
explored additional measures to quantify social presence. Their research resulted in the
inclusion of additional items (i.e., unsociable/sociable, insensitive/sensitive, and
cold/warm) to form a four-item measure of Social Presence. Their further exploration of
measures indicated their support of the factor using cold/hot as an alternative measure for
cold/warm. This early work by Short, et al. (1976) provided an important early
understanding of social presence based upon the communications media available at the
time and in the context of how the technology was commonly utilized.
2.3

Evolution and Application of Social Presence Theory
Since Short, et al.'s seminal research (1976), communications technologies have

expanded in speed, capacity and penetration, leading researchers to explore new areas of
research. For example, Karahanna and Straub (1992) utilized social presence to gain
insights into user perceptions and use of various communication technologies ranging
from facsimile (FAX), e-mail, and voice-mail. Their findings indicated that in the case of
e-mail, social presence exerts a significant positive influence on perceived usefulness
(hereafter, PU) and that PU is a significant predictor of e-mail utilization. In essence,
higher perceptions of social presence led to increased usage of the communications
media.
Straub (1994) expanded the theorized model to incorporate elements of
Information Richness theory and Social Presence theory (termed the Social PresenceInformation Richness Scale (SPIR), to examine perceptions and use of facsimile and email in a cross-cultural setting. This study confirmed that higher SPIR perceptions of
facsimile led to higher utilization of certain media in Japan and that higher SPIR
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perceptions of e-mail led to higher utilization in the U.S (Straub, 1994). The SPIR
instrument was comprised of only the original social presence items
(impersonal/personal, unsociable/sociable, insensitive/sensitive, and cold/warm).
Building on previous research, Straub and Karahanna (1998) utilized social
presence and SPIR to examine the role of social presence in a knowledge worker setting
(i.e., workers in jobs with high information content). This study examined the
perceptions of social presence in relation not only to the communications media (ranging
from e-mail, face-to-face, facsimile (FAX), telephone, to voice-mail) but also to the task
and recipient availability (the perceived availability of a recipient to respond to a
communication). This research confirmed the role of social presence perceptions (i.e.,
person-to-person cues) in influencing a knowledge worker's communications media
selection in a model that included both recipient availability and the high/low perceived
social presence attributed to a particular task (Straub and Karahanna 1998). These
studies advanced understanding of the influence and means of transmitting social
presence through new technologies.
Further exploring what may be considered the use of person-to-person
communication signals, Gefen and Straub (2003) examined how information is processed
in social settings, and they defined social presence as the degree to which "a medium
allows a user to experience others as being psychologically present" (p. 14). In essence,
communications media transmit person-to-person cues leading to perceptions of
participant presence. To advance this investigation, Gefen and Straub offered an
enhanced five-item Social Presence-Information Richness Scale (SPIR) in order to
examine the role of social presence in influencing perceived usefulness (PU) of the
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communications media in light of communications objectives and perceptions of user
trust, which confirmed the role of social presence in leading to higher purchase intent
(Gefen & Straub, 2003).
While these studies combined Information Richness theory and Social Presence
theory by utilizing a four-item (Straub, 1994) or five-item (Gefen & Straub, 2003) Social
Presence-Information Richness Scale (SPIR), in each case, the measures were direct
adaptations from Short, et al.'s (1976) measures. Essentially, these researchers
revalidated Short, et al.'s original propositions utilizing communications media that did
not exist in 1976. The intent of the current research is to build on efforts by prior
researchers to extend social presence research into a technologically evolving e-tailing
environment.
Another promising stream of social presence research has emerged in the area of
online education, where education is considered to be a social practice (Laffey, Lin, &
Lin, 2006), and the environment is designed to enable the social nature of the learning
process (Shea, Fredericksen, Pickett, Pelz, & Swan, 2001). Essentially, these researchers
are noting the positive benefits of managing the person-to-person cues transmitted by
communications media. According to Lowenthal (2010) social presence is a "central
concept" in establishing successful online learning environments. Similar to the
transition from an in-person shopping experience to an online shopping experience, when
considering the transition from an in-person classroom to an online learning environment,
researchers consider the online learning environment to be unique (Gee & Green, 1998)
and substantially different from the e-tailing environment (Lowenthal, 2010). The
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rationale for considering online education as a unique environment is based upon the
need to measure student participation and learning against course objectives.
Given the nature of online learning, researchers have focused on attributes of the
participants within the online learning environment (Lowenthal, 2010). This perspective
has led researchers in the online learning environment to focus less on the attributes of
the communications medium (as posited by Short, et al., 1976) and more on participant
attributes. To do so, they have drawn upon literature in the field of computer-mediated
communication (hereafter, CMC). The logic behind applying CMC research in the online
learning environment is based on a belief that the discourse between individuals is more
influential than the content of a specific message (Herring, 2007). Herring (2007) notes
this point of view is based on the rationale that regardless of content, a message’s
reception may vary among different individuals (Herring, 2007). Despite this seeming
departure from Short, et al.'s(1976) original view of social presence, a recent CMC-based
study continues to draw on the concepts of intimacy and immediacy in Social Presence
theory. Gunawardena (1995) proposed a 14 item scale to measure social presence in
online learning environments. To develop these items, Gunawardena and Zittle (1997)
focused on immediacy and attributes of the participants in the online learning
environment. The inclusion of intimacy and the role of the communications media were
utilized for the purpose of construct validity, and their findings supported social presence
as a significant predictor of satisfaction within an online learning environment
Generally, the application of Social Presence theory is relatively consistent.
However, online education has altered the application of Social Presence theory in ways
that yield interesting insights. The development, evolution and application of Social
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Presence theory offer knowledge on matching communication objectives with the
communications media. Tracing the streams of social presence research across
telecommunications, marketing, information technology, and most recently, online
education research - demonstrates new insights while building upon the original in social
presence research conducted and published by Short, et al. in 1976. Drawing from this
original view, this research is conducted viewing social presence as a characteristic of the
communications medium in order to portray a clearer picture of the interrelationships of
factors in the transmission of social presence by communications media. In keeping with
the spirit of Short, et al.'s (1976) efforts to advance the study of social presence from a
single item measure to a multiple item but single dimension, this proposal seeks to
encourage further empirical research through the development and presentation of a
multi-dimensional Online Social Presence (OSP) construct.
2.4

The Proposed Online Social Presence (OSP) Construct
This research offers the Online Social Presence (OSP) construct as a means for e-

tailers to enhance the design and performance of their e-tailing offerings and as an
instrument to aide researchers in advancing their understanding of the e-tailing
environment. Social presence offers a unique lens through which to examine interactions
in the online arena. This lens recognizes developments in the online environment and the
uniqueness of the e-tailing environment. Short, et al. (1976) created the theory of Social
Presence with the view of social presence as an attribute of the communications medium
at a point in history when communications media had significantly advanced without
considerable examination of the ability of the media to convey the cues of person-toperson communication. At the time of its initial offering, a single construct expressed the
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nature and impact of social presence through communications media. Subsequent
streams of research maintained a view of social presence as a singular construct as the
theory was extended into new areas of study. In all but one stream of research, online
education, researchers maintained the view of social presence as an attribute of the
communications medium.
As noted above, scholars in the field of online educaton extended social presence
research to the view of social presence as an attribute of the individual (Gunawardena,
1995). While this later stream of research has yielded interesting perspectives, many of
these findings are dependent upon the unique nature of the student-teacher relationship in
online education and do not directly translate to other settings, especially to other
business settings. Advances in technology have expanded and continue to steadily
expand an e-tailer's ability to convey information to consumers via e-tailing websites.
Generally, these communications consist of preplanned messages rather than person-toperson communications. This difference in environments is part of what makes the etailing environment unique from other settings and suitable for an in depth examination.
For these reasons, this research seeks to extend the original Short, et al. (1976)
perspective of social presence to propose the Online Social Presence (OSP) construct.
The formulation of the Online Social Presence (OSP) construct is based upon the
original view of social presence as a quality of the communications medium, which
provides e-tailers with direction regarding the controllable elements of the e-tailing
environment. Examining social presence as a quality of the communications medium
builds on Short, et al.'s (1976) research, which holds the view that there is no reasonable
course by which to examine social presence as an attribute of individuals. While
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researchers in the online education field have proposed measuring social presence as an
attribute of the participant, there is no theoretical grounding to distinguish the scenarios
where an outcome is not affected by a communications medium. Therefore, this research
acknowledges the considerable limitations that occur when taking the position that the
communications medium does not influence outcomes. The nature of the online
environment as a communications medium accentuates the importance of considering
social presence as a characteristic of the communications medium.
Now that it has been established that social presence is communications mediumoriented, the next important step is to address the definition of the construct. I utilize the
definition of Online Social Presence (OSP) as "the subjective quality of a
communications medium to transmit person-to-person-like attributes." This definition
was developed relying upon Short, et al.'s view of social presence.
Utilizing this working definition of Online Social Presence (OSP), this research
presents a robust examination of OSP as a multi-dimensional construct in the unique
online e-tailing environment. In completing this examination, this research draws upon
social presence research conducted since the origination of Social Presence theory (Short,
et al., 1976). Specifically, this research draws upon social presence, viewed as a onedimensional construct across the areas of e-tailing, marketing, management information
systems, online education, and virtual reality. These areas of research are selected in
order to draw upon significant streams of social presence research and provide insights
into the unique nature of the e-tailing environment. This review of literature leads to the
proposal that Online Social Presence (OSP) is multi-dimensional. Drawing from these
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streams of research, I propose three dimensions, intimacy, immediacy, and authenticity, to
form Online Social Presence (OSP).
The construct of intimacy is derived from research conducted by Argyle and Dean
(1965), which provides an initial theoretical background in conceptualizing intimacy,
including both audible and visual cues. Short, et al. (1976) drew from this research in
forming their Social Presence theory; however, their research produced a onedimensional construct intended to include the role of intimacy. Intimacy serves the
function of approximating communication distance in creating social presence. Cues of
intimacy are transmitted differently across communications media as opposed to in faceto-face conversations. With the relatively limited array of communications media
available in 1976, the range of variance in intimacy would have been substantially
narrower than it is in the wide range of options available in today's online environment.
Today's e-tailing environment features many technological capabilities, capabilities
which result in a larger variety of visual and audible cues than communications media
were capable of transmitting over forty years ago. E-tailers have incorporated variations
of visual and audible cues in their online offerings. Researchers (e.g., Eroglu, Machleit,
& Davis, 2001) have noted the wide range of techniques e-tailers employ to create an
online e-tailing atmosphere. For example, music e-tailers (e.g., Tower Records) offer
online previews of audio files while large-site clothing retailers (e.g., zappos.com) offer
shoppers the ability to view items on models in both picture and video formats.
Regardless of the range of communications media available, intimacy serves a vital role
in social presence and is therefore proposed as a dimension within the Online Social
Presence (OSP) construct.
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Examination of immediacy in social presence research can be traced to Wiener
and Merabian (1968), who examined the immediacy created by both the literal meaning
of word selection and the contextual cues created by variations in the phrasing of words
in the context of an exchange of information. Short, et al. (1976) termed this examination
"Proximity and Orientation" (p. 46) and noted the variation in the immediacy transmitted
by alternate word and phrase selections. In an e-tailing offering, numerous variations in
immediacy are created by the selection of specific words and phrases within each section
of a single page of an e-tailer's site. The immediacy created by an e-tailer's site becomes
a function of the selection of the words and phrases presented by the numerous pages and
page combinations required to present a complete online shopping experience. This
variation in immediacy occurs because of the choice of wording in the online
environment, directly influences the transmission of social presence, and offers
compelling support for the inclusion of immediacy as a dimension of Online Social
Presence (OSP).
Research by scholars in the field of virtual reality reveals authenticity as an
important element of social presence. Social presence serves a critical role in virtual
reality applications where designers strive to draw participants into an alternate but
realistic virtual reality. Lee (2004a) revisits research from McLuhan (1964a), and adds
authenticity as an additional dimension of social presence. The efforts of architects
endeavoring to create realistic virtual experiences for users mirrors the needs e-tailers
face in translating the shopping experience through their e-tailing offerings. Cyr, et al.
(2007) articulates this need as approximating the "real-world physical store purchase
experience." As technology has progressed, e-tailers have incorporated elements in their
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e-tailing offerings to provide the information, or experience, necessary for a consumer to
reach a purchase decision in the online environment. The combination of insights from
these researchers' efforts provides a solid rationale for the inclusion of authenticity as a
dimension of Online Social Presence (OSP).
The current research draws from multiple streams of social presence research
from theory development to recent applications in order to examine the unique nature of
the e-tailing environment. This examination identifies dimensions that operate in the
online environment to transmit social presence. The result of this research is the
proposal of intimacy, immediacy, and authenticity as a multi-dimensional, formative
conceptualization of online social presence. Following is an in depth examination of
each of these dimensions and their proposed formation of Online Social Presence (OSP).
2.4.1

Intimacy
Short, et al. (1976) draw from Argyle and Dean's (1965) concept of intimacy in

examining the social presence construct. In the forming of relationships, intimacy or
intimacy equilibrium (as termed by Argyle & Dean, 1965), act as a function of both
audible and visual cues like eye-contact, proximity, tone of voice, and discussion content.
These cues operate in conjunction with variations in levels of each cue working in a
compensating manner with changes in other cues (Short, et al., 1976). In considering
Online Social Presence (OSP), it is important for one to recognize these cues are
transmitted via the communications media. The nature of design and content coded into
the communications medium reflects the compensating interaction (negatively or
positively) between audible and visual cues working in tandem to create an intimacy
equilibrium. When an audible cue like volume increases, perceived proximity decreases
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(Short, et al., 1976). In a face-to-face conversation, the operation of these cues creates a
condition representing either an increase in intimacy, as suggested by combining the cue
of maintaining eye-to-eye contact. A decrease in intimacy is suggested by combining the
cue of intentionally breaking eye-contact (Short, et al., 1976). The range of intimacy cues
in the e-tailing media may vary significantly. This may take the form of an e-tailing site
designed to invoke intimacy by designing online elements to invoke greater intimacy by
orchestrating the design elements (e.g., images and color) in a manner that mimics
intimate person-to-person communication. Conversely, a quickly designed e-tailing site
may feature more stark elements (e.g., a white background with plain text), which
transmit lower intimacy. Whether customers are conscious of these effects, or not, an etailing offering transmits cues similar to person-to-person communications; therefore:
H1: The factor weights for Intimacy, as an aspect of the communications
medium, will be significant, indicating that Intimacy is a sub-dimension of
Online Social Presence (OSP).

2.4.2 Immediacy
Immediacy has been defined as the "measure of the psychological distance that a
communicator puts between himself or herself and the object of his/her communication"
(Gunawardena & Zittle, 1997, p. 9). Social presence research in the field of online
learning has recently pointed to this definition as a starting point to examine the concept
of immediacy. Gunawardena and Zittle (1997) formed this definition of immediacy by
drawing from Short, et al.'s (1976) examination of "Proximity and Orientation," which
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draws from Wiener and Mehrabian’s (1968) examination of immediacy as a concept,
which extends beyond the literal meaning of words.
Wiener and Mehrabian (1968) demonstrate that the immediacy of a
communication is largely influenced by the context of how the communication is
phrased. For example, the phrasing "you and I decided" and "we decided" are similar in
meaning. However, the immediacy conveyed by "we decided" is much greater because of
the use of "we" versus the lesser sense of immediacy conveyed by the selection of "You
and I" (Wiener & Mehrabian, 1968, p. 4). Both phrases convey similar meaning;
however, a greater sense of immediacy is communicated by the selection of phrasing. In
drawing from the online education research, which is the focus of Gunawardena and
Zittle (1997), it is important for the researcher to note their focus is on the participant in a
dialogue, as opposed to focusing on the role of the communications medium.
The current research draws from this recent examination of social presence in
order to translate these insights to online social presence in the e-tailing context. Short, et
al.'s (1976) earlier examination offers a clearer understanding of the concept of
immediacy as a quality of the communications medium. They review the concept of
immediacy in order to understand how the social nature of implicit meanings of
communications are transmitted utilizing terms like "warm," "sensitive," and "friendly."
What is important in the support of the present research in the e-tailing context is that
they reveal that these transmissions are applicable to various forms of communications
media (Short, et al., 1976). In describing this condition, Short, et al., (1976) provide the
example of matching the physical proximity represented by the physical size of a live and
television facial image. In this example, respondents indicated that the representation of
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comparable size via television (as a communication medium) required a significantly
larger image than in the face-to-face condition in order to transmit similar proximity
ratings. In addition to the component of immediacy represented by proximity, implicit
signals are transmitted by the content of communications materials. For example, the
image of an individual wearing glasses initially implies greater intelligence than an image
without glasses (Short, et al., 1976, p. 49). These variations in the nature of depictions
within the online environment parallel the nature of person-to-person communications
scenarios.
Prior research has demonstrated the nature of implicit versus literal connotations
as translated by a communication medium. In order to examine the contextual nature of
transmissions in an e-tailing context, I propose defining immediacy as, "A measure of the
psychological distance projected by the communications medium's representation of
person-to-person communication cues." Utilizing this definition, this research examines
the qualities of the communications medium in representing these person-to-person cues
operates in the transmission of online social presence by the e-tailer's online
representation. For example, an e-tailer wishing to create a greater sense of intimacy in
an e-tailing offering can seek to better understand how to convey intimacy both implicitly
and explicitly from the cues of person-to-person communications. Examining the range
of immediacy cues transmitted by the communications medium is expected to result in an
extensive and utilitarian listing of implicit cues. Therefore,
H2: The factor weights for Immediacy, as an aspect of the communications
medium, will be significant, indicating that Immediacy is a subdimension of Online Social Presence (OSP).
20

2.4.3

Authenticity
Consumers are not interested in fake, contrived, phony, disingenuous, or

inauthentic experiences. This is why researchers have proposed the importance of
providing authentic consumer experiences in achieving successful business outcomes
(e.g., Gilmore & Pine II, 2007). For researchers considering the formulation of authentic
experiences, an intuitive question for an advanced technology communications medium
like an e-tailer's website is to ask if a communications medium is capable of transmitting
authenticity. Pallud (2011) notes that in the context of technology, authenticity may
appear to conflict with real or natural connotations; however, researchers have
demonstrated that communications media are capable of authentic experiences (e.g.,
visits to historical sites Bruner, 1994). Researchers have also noted that consumers do
perceive online offerings in terms of authenticity and that non-authentic or perceived
artificial (PA) offerings in e-service environments directly influence consumer adoption
of e-services (Featherman, Valacich, & Wells, 2006). Further, Featherman, et al. (2006)
empirically demonstrate that consumers classified as information technology innovators
(i.e., consumers who rapidly embrace technology), manifest higher perceptions of
authenticity for e-service offerings.
McLuhan (1964b) and Lee (2004b) offered the concept of authenticity via the
context of creating virtual experiences for users. By definition, a virtual experience is
one in which a participant's experience is mediated, or made possible, by communication
media. Toward this goal of creating authentic experiences for participants, the element of
authenticity is projected when the communications medium closely replicates a real life
experience. Lee (2004b) provides the example of a virtual 4H Garden developed by

21

Michigan State University (for example see http://4hgarden.msu.edu/kidstour/), which
closely mimics the design and layout of an actual 4H garden.
As in the field of virtual reality, the transmission of cues by e-tailing online
communications media inherently contain a level of authenticity. The level of
authenticity achieved by the virtual representation of a communication medium enables
users to experience a higher level of social presence in an online environment. Drawing
from Lee (2004b), I utilize the following operating definition of authenticity in this
examination of online social presence: "The valid cognitive connection achieved by a
communications medium in virtually representing actual objects." In considering how
authenticity enables social presence to be transmitted by a communications medium, it is
important for researchers to note that virtual representations must closely resemble the
object of communication in order to successfully transmit social presence (2004b).
Researchers have noted that the e-tailing environment often fails to present a realistic or
"real world" shopping environment (Vrechopoulos, 2010; Wallace, et al., 2004). In so
doing, e-tailers deprive consumers of many of the normal cues used in decision making,
thereby, eliminating a significant portion of the opportunity offered by the e-tailing
environment. Given the demonstrated importance of the authenticity of cues delivered by
a communications medium in achieving online social presence within the online eTailing context it is hypothesized that:
H3: The factor weights for authenticity, as an aspect of the communications
medium, will be significant, indicating that authenticity is a subdimension of Online Social Presence (OSP).
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2.4.4

Summary of Online Social Presence (OSP) Hypotheses
Considering Online Social Presence (OSP) to be a quality of a communications

medium, I propose intimacy, immediacy, and authenticity as formative dimensions of
OSP. In the e-tailing context, these sub-constructs offer a specific means by which etailers can enhance consumer online shopping experiences. Enhancing the OSP offered
in e-tailing provides benefits such as achieving a more vibrant and realistic shopping
environment (Vrechopoulos, 2010; Wallace, et al., 2004), engaging in warmer and more
personal interactions (Hassanein & Head, 2007), and more effectively meeting consumer
needs and demands (Van der Heijden, et al., 2003).
2.5

Online Social Presence (OSP) Outcome Variable
An e-tailer is inherently interested in recruiting and retaining customers because

the cost of enticing customers to an initial purchase is much greater than the cost of
prompting existing customers to repurchase (Reichheld, 1996). Furthermore, Spreng,
Harrell and Mackoy (1995) argue that acquiring new customers requires greater resource
expenditures than retaining existing customers. Consequently, the importance of
developing a better understanding of the factors involved in ensuring customer
satisfaction has led researchers to conduct extensive studies.
Researchers have established satisfaction as an important antecedent to customer
loyalty (e.g., Lam, Shankar, Erramilli, & Murthy, 2004), and prior research has shown
that social presence leads to improved satisfaction (Evanschitzky, et al., 2004; Szymanski
& Hise, 2000) in technology-mediated forms of communication media. Online Social
Presence (OSP) is proposed to improve consumer outcomes in the e-tailing environment.
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The outcome variable of eSatisfaction is proposed to examine a specific example of
consumer response to cues transmitted by communications media (see Figure 2 below).
Figure 2: Online Social Presence (OSP) Outcome Variable

Online
Social Presence
(OSP)

e-Satisfaction
H4

2.5.1 e-Satisfaction
Researchers have effectively demonstrated the importance of customer
satisfaction in achieving postive consumer outcomes, including customer retention (e.g.,
Jones & Sasser, 1995), customer loyalty (e.g., Davis-Sramek, Mentzer, & Stank, 2008),
and positive influence on firm profits (e.g., Reichheld, 1996). Specific to retailing,
research further supports customer satisfaction as an effective strategy in highly
competitive environments, providing retailers a profitable means of differentiation (Rudie
& Wansley, 1985). Research demonstrates the importance of understanding consumer
intent regarding how behavior is motivated (Hightower, Brady, & Baker, 2002). By
examining consumer perceptions within the online evirnoment, researchers have
extended satisfaction to the e-tailing setting through e-Satisfaction (Szymanski & Hise,
2000).
At its core, satisfaction can be described as "an emotional reaction" (Oliver, 1981,
p. 42) by consumers to the myriad of cues and experiences encoutered in a retail setting.
Due to the instant availability of information on the Web, e-tailers face the challenge of
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consumers experiencing lower transaction costs to compare offerings (as opposed to
shopping in the traditional brick and mortar environment). Extending satisfaction
research from traditional channels, Szymanski and Hise (2000) examined perceptions of
satisfaction in the e-tailing context (e.g., convenience, product offering and product
information). As research has previously demonstrated, social presence leads to
increased satisfaction in the e-tailing context (Gefen & Straub, 2004);
H4: Online Social Presence (OSP) will positively correlate with increased eSatisfaction.

2.5.2 Observations and Summary
A prerequisite to an e-tailer 's efforts to engender loyalty is satisfaction. This
research proposes that Online Social Presence (OSP) provides specific means by which to
improve consumer outcomes in the e-tailing environment. One such important consumer
outcome is satisfaction (through e-Satisfaction). Similar to the situation encountered by
Short, et al. (1976), the e-tailing environment is a rapidly changing technologically. By
adapting and advancing existing insights, this proposal seeks to provide insights into the
effective transmission of cues by communications media in the e-tailing environment.
By examining the effects of OSP against an important consumer outcome (eSatisfaction), this research will provide specific insights to researchers and e-tailers who
seek to better understand and influence outcomes in the online environment.
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CHAPTER 3: DEVELOPMENT OF THE ONLINE SOCIAL PRESENCE (OSP)
SCALE

3.1

Overview
The study outlines the development and validation of the proposed Online Social

Presence (OSP) scale in an e-tailing setting. Immediacy, intimacy and authenticity are
proposed and validated as dimensions (sub-constructs) that form OSP as a second-order
construct (see Figure 3 below).
Figure 3: Proposed Online Social Presence (OSP) Construct With
Measurement Indicators

Online Social Presence
Formative
Second-Order

H2

H1

Immediacy

H3

Intimacy

Authenticity
Reflective
First-Order
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The established outcome variable of e-Satisfaction is examined to demonstrate
nomological validity. The combination of reflective and formative constructs is
incorporated to answer calls for better rigor in the specification of relationships
(reflective or formative) between latent variables (e.g., Diamantopoulos & Siguaw, 2006;
Jarvis, MacKenzie, & Podsakoff, 2003). The resulting Online Social Presence
framework is presented in Figure 4 (below).

Figure 4: Proposed Online Social Presence (OSP) Framework with Outcome Variable

Immediacy

Intimacy

H1

H2

Online
Social Presence
(OSP)

H4

e-Satisfaction

H3
Authenticity

Examining the directional nature of relationships is vital in determining the most
effective method(s) of analysis to effectively analyze the specified relationships (Hair,
Ringle, & Sarstedt, 2011; MacKenzie, Podsakoff, & Podsakoff, 2011; Straub, 1989). For
this reason, this research methodology presents methods utilizing reflective
measurements for the first order constructs in a manner consistent with classic test theory
(Hair, Black, Babin, & Anderson, 2010). Exploratory Factor Analysis (EFA) is utilized
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to examine the underlying factors of the Online Social Presence (OSP) construct. This
procedure is followed by the specification of a Type II construct model (see Figure 3)
following the guidelines of Diamantopoulos, Riefler, and Roth (2008).
Furthermore, Confirmatory Factor Analysis (CFA) via Partial Least Squares
Structural Equation Modeling (PLS SEM) is employed to facilitate the analysis of a
multiple cause structural equation model. PLS SEM is used to carry out the core goal of
this research, which is to develop theory and assess the proposed influence of OSP in a
nomological context through the inclusion of an outcome variable (e-Satisfaction) (Hair,
et al., 2010; Hair, Sarstedt, Pieper, & Ringle, 2012; Hair, Sarstedt, Ringle, & Mena,
2012).
Initially, qualitative exploratory procedures generate and then purify measures.
Subsequently, the procedures in Study I utilize EFA to validate the internal consistency
of the survey instrument and the underlying proposed factor structure. Study II
incorporates Confirmatory Factor Analysis (CFA) via Partial Least Squares Structural
Equation Modeling (PLS-SEM) to validate the measures and constructs that form the
scale and to examine the nomological validity of the proposed Online Social Presence
(OSP) scale using an established outcome oriented variable in an e-tailing setting.
3.2

Online Social Presence (OSP) Scale Development Procedures
This research seeks to provide a multi-dimensional framework to measure social

presence in an online environment through scale development. Both qualitative and
quantitative methods were utilized in the development of the Online Social Presence
(OSP) construct. The design of the OSP scale development procedures began with
Churchill's Paradigm for Developing Measures of Marketing Constructs (1979).
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Churchill (1979) noted the importance of developing valid measures in order to advance
knowledge in both research and practice, in a manner that provides a sound basis to
enable statistical analysis. In essence, statistical results from studies based on flawed
measures do not advance our understanding of a phenomenon. Instead, sufficient rigor
should be employed in the development of measures for scales in order to avoid a very
real risk of interpreting the results of statistically sound models based on instruments that
do not generate valid data.
To develop valid scales, Churchill (1979, p. 66) proposes eight steps (see Figure 5
below), beginning with a literature review to correctly specify the domain of the construct
of interest. DeVellis (2012) and Netemeyer, Bearden, and Sharma (2003) also begin
their scale development guidelines by stressing the importance of accurately defining the
phenomenon to be investigated. Correctly defining the construct of interest enables
researchers to determine what elements should be included in a study (as well as which
items should be excluded).
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Figure 5: Suggested Procedure for Developing Better Measures*
Recommended Coefficients
or Techniques
Step 1

Specify Domain of
Construct

Literature Search

Step 2

Generate Sample of
Items

Step 3

Collect Data

Literature Search
Experience Survey
Insight Stimulating
Examples
Critical Incidents
Focus Groups

Step 4

Purify Measure

Step 5

Collect Data

Step 6

Access Reliability

Step 7

Assess Validity

Coefficient alpha
Factor Analysis

Coefficient alpha
Split-half Reliability
Multitrait-multimethod matrix
criterion validity

Step 8

Average and other statistics
summarizing distribution of
scores

Develop Norm
*Source Churchill, Gilbert, A. (1979, p. 66)

Following the specification of the domain of a construct, Churchill (1979) advises
that the next three steps in developing a scale involve generating items through
exploratory research. These steps include noting how prior research has examined a
particular variable and conducting qualitative procedures to generate new insights. The
choice of qualitative exercises should be made in light of the phenomenon of interest.
The fifth step in Churchill's (1979) scale development procedures involves
purifying the item measures generated in steps two and three. The choice of methods for
item purification should match the specified relationships developed in the early stages of
study. An example of this procedure is exploratory factor analysis, which allows the
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researcher to "define the underlying structure among the variables" (Hair, et al., 2010, p.
94). A critical component of this step is referring back to the definition of the construct
(step one) in order to guide the researcher in interpreting the findings. Researchers
should exercise care in the purification of items by considering both the theory behind the
measures and the statistical procedure (Churchill, 1979).
Step five in Churchill's (1979) scale development process calls for the collection
of a new data sample. This step is designed to address the potential for measurement
error. The purification process may result in the elimination of some measures with the
goal of a more parsimonious measurement instrument. Administering the resulting
instrument to a new sample of respondents provides the basis for minimizing the risk of
any extraneous influences that may have influenced the results based on the initial data
collection (Churchill, 1979, p. 70).
The sixth and seventh steps in Churchill's (1979) scale development process
address the reliability and validity of measures. The objective in developing measures is
to produce items that reliably (consistently with each application) provide valid measures
(measure the correct phenomenon) with each application. Additional measurement
procedures are followed in this step to evaluate both the reliability and validity of the
developed instrument.
The final step in Churchill's (1979) guidelines advises the researcher to provide
guidance on the interpretation of the results from the scale by developing norms. The
norms should guide future users on how to interpret the results of administering the
instrument. To illustrate this step, Churchill (1979, p. 72) provides the example of
administering a 100-item scale with Likert scale responses ranging from one to five. This
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scale offers a possible total score of 500 with a typical total score of 350. However, this
score does not provide meaningful insights until it is compared with the results of other
respondents. Similarly, Churchill (1979) encourages researchers to provide insights
about the audience for which a given scale's results are representative. He notes that
different audiences, or groups, may exhibit different but distinct normative ranges of
scores for a validated instrument.
Building upon Churchill's (1979) guidelines, Mackenzie, et al. (2011) suggest
additional insights regarding selection of statistical methods appropriate in developing a
particular scale. Specifically, Mackenzie, et al. (2011, pp. 295-296) note the risk that
incorrectly specifying the measurement model may lead to spurious results. Instead,
researchers should ensure that the relationships between measures and constructs are
correctly specified and analyzed to avoid reporting results that do not represent the range
of interactions within a given set of variables.
Similar to Churchill's (1979) eight-step paradigm, Mackenzie, et al. (2011)
provide a multi-step procedure for the development of a scale. Figure 6 (below) presents
the ten steps Mackenzie, et al. (2011, p. 294) recommend, beginning with the
development of a theory-based construct definition. Steps two and three cover the
generation of items and address content validity to ensure the resulting instrument will be
generalizable to the audience of interest.
Step four in Mackenzie, et al.'s (2011, p. 294) procedures requires the researcher
to examine the nature of the relationships between measures and corresponding
constructs, as well as the relationships among all constructs in a study. This step is
important since both items and constructs should be examined to determine if they
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exhibit formative or reflective relationships. Subsequent to this examination, a researcher
should ensure that structural relationships are correctly specified and the appropriate
method(s) of analysis is (are) employed.
Figure 6: Overview of Suggested Scale Development Procedure*

Conceptualization

Development of Measures

Model Specification

Scale Evaluation and Refinement

Validation

Norm Development

Develop a Conceptual
definition of the Construct

Step 1

Generate Items to Represent
the Construct
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Assess the Content Validity of
the Items

Step 3

Formally Specify the
Measurement Model

Step 4

Collect Data to Conduct
Pretest

Step 5

Scale Purification and
Refinement

Step 6

Gather Data from New Sample
and Reexamine Scale
Properties

Step 7

Assess Scale Validity

Step 8

Cross-Validate the Scale

Step 9

Develop Norms for the Scale

Step 10

*Source: MacKenzie, Podsakoff, and Podsakoff (2011, p.297)
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Following model specification, an additional data collection is conducted in step
five and item purification begins in step six. As noted in Churchill's (1979) guidelines,
the purification of items is conducted in coordination with the theoretically-based
construct definition to avoid statistically derived results without theoretical grounding.
Step seven provides for the collection of data from a new sample to reduce measurement
error and facilitate confirmation of the scale.
Steps eight and nine in Mackenzie, et al.'s (2011, p. 294) scale development
procedures provide for validation of the scale to ensure consistent, reliable and valid
results for future researchers. Step ten encourages researchers to examine norms for the
scale. These norms should provide researchers insights into the population for which the
scale is appropriate and how to interpret the scores of the scale.
Each of the scale development guidelines (i.e., Churchill, 1979; DeVellis, 2012;
MacKenzie, et al., 2011; Netemeyer, et al., 2003) provides important insights into
developing a valid and reliable instrument. Universally recommended is the critical
importance of defining the construct(s) of interest in conjunction with established theory.
Definitions for all constructs are critical in order to avoid capturing phenomena outside
the study of interest. Qualitative methods are necessary to identify a robust pool of items
that are purified through both qualitative and quantitative methods. The specification of
the relationships between variables is critical to ensure that peripheral phenomena are not
included in scale validation. Following the qualitative generation and purification
processes, quantitative procedures are necessary to validate the scale. Lastly, scale norms
are important in providing researchers guidance on future usage of the developed scale.
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From this examination of guidelines, a series of procedures was identified for the
development of the Online Social Presence (OSP) scale. Presented in Figure 7 (below),
these 14 steps provide a roadmap for the development of the OSP scale.
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Figure 7: Online Social Presence (OSP) Scale Development Procedures
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3.3

Generation of Measures for the Proposed Online Social Presence (OSP) Scale

3.3.1

Literature Based Item Generation
Research toward scale development should begin by clearly defining the subject

of interest (i.e., the precise nature of the phenomenon of interest) in the context of prior
theoretical research (DeVellis, 2012; Netemeyer, et al., 2003). Consistent with these
guidelines, the current research provides theoretically grounded definitions for the
dimensions of Online Social Presence (OSP), intimacy, immediacy and authenticity.
Having established clearly defined domains for the dimensions of OSP (step 1 in the OSP
scale development procedures), I conducted a review of the literature pertaining to the
three dimensions to ensure that the full theoretical domain of each dimension would be
captured. This review represents the second step of the OSP scale development
procedures (see Figure 7). Publications since Short, et al.'s original work in1976 were
included to consider the fields of communications, e-tailing, marketing, psychology,
retailing, and social presence.
A natural starting point for the formation of the proposed Online Social Presence
(OSP) scale items begins with Short, et al.'s (1976) initial item pool of eight adjectives
(impersonal/personal, unsociable/sociable, insensitive/sensitive, and cold/warm).
Notable additions to this initial item pool include excitable/calm, boring/interesting,
complex/simple, constrained/spacious, excitable/calm, free/constrained, passive/active,
and periodic/erratic (Champness, 1973); and Gunwardena's (1995) social presence in
online education scale. While Gunwardena's (1995) scale differs in perspective (i.e.,
social presence as a subjective quality of the recipient), this research was included due to
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demonstrated correlations between increased social presence and increased satisfaction in
an online environment (e.g., Richardson & Swan, 2003).
The result of this review was the identification of 13 publications containing 141
established scale measures. DeVellis (2012, p. 100) advises researchers to utilize content
experts in evaluating potential item measures against the subject of study. Netemeyer,
Bearden and Sharma's recommendation (2003, p. 103) led to the recruiting of five content
experts (active researchers in the communications, e-tailing, and marketing fields who
frequently shop online) to examine the results of the literature review. In coordination
with these content experts, the 141 scale items were evaluated against the definition of
each OSP dimension. The result of this procedure organized the item pool by OSP
dimension, identifying 64 items related to intimacy, 21 items related to immediacy, and
56 items related to authenticity (see Appendix A). With this robust pool of potential
items, step 3 in the OSP scale, development procedures were initiated (see Figure 7).
3.3.2

Qualitative Free Association Item Generation
As the focus of this stage of research is to generate potential items that capture the

phenomenon of Online Social Presence (OSP) in an e-tailing context, DeVellis (2012)
recommends that in addition to literature evaluation, qualitative interviews among a
relevant sample of consumers be carried out to understand the phenomenon of interest (p.
61). This form of research is defined as qualitative in nature. Since the goal is to develop
a better understanding of the nuances and complexities of a subject of interest (online
social presence in an e-tailing context), interviews are a useful research method (Hair,
Money, Samouel, & Page, 2007, p. 190).

38

The design for this stage of research was initiated by compiling a profile of
consumers with a propensity to shop online. The number of U.S. consumers shopping
online is growing each year and is forecast to reach 200 million in 2015 (Enright, 2012).
According to recent research, U.S. consumers are increasingly shopping online, with 72%
of consumers having made a purchase online during the second quarter of 2012 (Enright,
2012). On average, U.S. consumers complete online purchases a little more than three
times each quarter and spend roughly $74 dollars on an average purchase (Enright, 2012).
A recent multinational survey confirms similar trends across countries, with some
countries exhibiting faster online shopping growth than the U.S., showing that online
shoppers approximately equally male and female (McPartlin & Feigen Dugal, 2012).
A number of screening questions, which were based on the trends in online
shopping, were used to qualify respondents for interviews. An initial screen included age
as a demonstrated proxy for propensity to shop online Internet users between the ages of
33 and 44 (Generation X) demonstrate the highest interest in shopping online as 80
percent of Generation X internet users shop online (Jones & Fox, 2009). The next most
likely online shoppers are consumers between the ages of 18 and 32 (Generation Y), with
71 percent of internet users in this age group participating in online shopping (Jones &
Fox, 2009). For this reason, consumers between the ages of 18 and 44 were screened as
desirable for interviews.
A second screen, one focusing on gender, was used to select candidates for
interviews. Research indicates that males and females have an approximately equal
tendency toward online shopping (McPartlin & Feigen Dugal, 2012). Based on this
profile, a roughly equivalent number of respondents across gender was utilized for
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qualitative research. Lastly, interview respondents were screened based on their online
shopping frequency. Research indicates that the average online consumer shops online at
least once each month (e.g., Enright, 2012). Screening for online shopping frequency
offers the additional benefit of ensuring that respondents have sufficient familiarity with
the e-tailing sites they frequent to avoid the need to provide access to the vast array of etailing sites available to consumers during interviews.
In summary, interview respondents for the initial stage of qualitative research
were targeted approximately equally across gender and between the ages of 18 and 44.
Screening for those who make online purchases at least once each month, on average,
ensured familiarity with online shopping.
The initial stage of qualitative interviews included a free association exercise
among six individual consumers (participants were selected based upon the target
demographic and correct screening responses). The number of respondents interviewed
was determined by the number of consumers required for repeating patterns to emerge as
recommended in a Grounded Theory qualitative research exercise (Hair, et al., 2007). In
accordance with Kennesaw State University's Institutional Review Board (IRB) (see
Appendix G for IRB research approval letter), these consumers were provided a cover
letter (see Appendix D) describing this research. Respondents were asked to provide
descriptions of both their retail and e-tailing shopping behaviors, were provided verbal
definitions of each of the constructs of interest (intimacy, immediacy, and authenticity),
and were asked to provide adjectives which described the constructs of interest (see
Appendix E).
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DeVellis (2012) recommends the use of content experts to generate items within
the scope of a research project. Consistent with this recommendation, an additional stage
of qualitative item generation was conducted among five content experts, all of whom
were marketing professors. These academics are active in marketing research,
understand the field of inquiry and practice online shopping one or more times per
month. In accordance with Kennesaw State University's Institutional Review Board
(IRB) (see Appendix G for IRB research approval letter), these content experts were
provided a cover letter (see Appendix E) describing this research and definitions of each
construct (intimacy, immediacy, and authenticity). Each content expert was asked to
provide adjectives that he or she would use to describe the constructs of interest.
The literature review and free association exercises resulted in the generation of
90 adjectives. These descriptive terms are summarized (with frequency) in Table 1
below. Note that the adjectives identified during the literature review stage of item
generation are indicated by a "".
The completion of the literature review, item generation, and free association
exercise resulted in of adjectives describing each of the constructs of interest (intimacy,
immediacy and authenticity). This pool of 90 adjectives and 141 existing scale items
from the literature review stage resulted in a raw potential pool of 231descriptive
adjectives and phrases for the proposed Online Social Presence (OSP) scale. This pool of
items is further addressed in step five of the OSP scale development procedures (see
Figure 7).
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Table 1: Summary of Consumer Responses to Free Association Task
Authenticity:
real (x3)*
trustworthy (x3)*
no lies*
honest*
reliable*
unique*
an item is what it says it is*
confirmed (offers an authentication process)*
accurate
authoritative
dependable
genuine
official
official
reliable
true
Intimacy:
closeness (x2)*
connectivity*
secure*
personal*
provides feedback on products*
provides detailed product information*
I can trust what they say*
I feel a connection*
How close my relationship is with company*
affectionate
affinity
companionship
confidential
friendly
partnership
Immediacy:
quick( x3)*
fast (x2)*
responsive*
instant*
how fast I can get the product*
how fast I'll get an order*
how fast I can get something*
actual
adjacent
contiguous
convenient
imminent
near
Pressing
proximate

(not fake x2)*
factual**
clear*
has integrity*

genuine (2)*
transparent*
true*

credible
pure
original
valid

certain
legitimate
realistic

familiar (x2)*
knowledgeable*
safe*
not invasive*
provides product reviews*
connection with*
shared history*
more than a feeling*
close relationship
familiar
playful

camaraderie
fellowship
understanding

responsive*
timely*
quick response*
instant gratification (x2)*
how fast I can see an item*
provides answer in a timely manner*
at hand
close
handy
instant
near by
pressing
urgent
warm

*Interview Item Generation (six interviews)
Literature Review Item Generation

3.3.3

Qualitative Interview Item Generation
The initial stages of qualitative and literature review based research

methodologies resulted in a pool of 231 descriptive terms/phrases for the constructs of
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interest (intimacy, immediacy, and authenticity). Conducting exploratory research in
scale development requires ensuring that responses are captured in the tightly defined
context of the topic of interest (DeVellis, 2012; Netemeyer, et al., 2003). For the next
stage of research, fifteen consumers were identified within two public companies for
qualitative interviews.
Research indicates that internet users between the ages of 33 and 44 (Generation
X) and 18 and 32 (Generation Y) exhibit the highest interest in shopping online (Jones &
Fox, 2009). Therefore, profile consumers were screened for age between the ages of 18
and 44. Research also indicates males and females typically shop online in equal
proportions (McPartlin & Feigen Dugal, 2012). The participants in this stage of research
featured a median age of 28 with equal gender distribution.
In accordance with Kennesaw State University's Institutional Review Board (IRB)
(see Appendix G for IRB research approval letter), these consumers were provided a
cover letter (Appendix F) describing this research. A more detailed interview guide was
employed (Appendix G) after piloting interviews with two test interviews. In addition to
aiding instrument development, the pilot interviews also served to gauge the timeframe
required to complete an effective interview.
Participants were interviewed in one-on-one interviews, which averaged thirty
minutes. Each interview was conducted as a "semi-structured interview" (Hair, et al.,
2007, p. 190). These interviews were conducted in a relaxed manner in public settings
(i.e., comfortable conversation over coffee and snacks). Each interview began with an
overview of the research objectives. The initial questions were designed to facilitate
open-ended responses about online shopping. Once each consumers' experiences with
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online shopping were recorded, the dimensions of Online Social Presence were
introduced and defined by the interviewer. Consumers were asked to provide open-ended
feedback on two to three websites where they recently and regularly shop.
These interviews captured qualitative data regarding the respondents online
shopping experiences and recorded their insights regarding their shopping experiences
with real e-tailing sites in the context of the constructs of interest (intimacy, immediacy,
and authenticity). Respondents were interviewed until the results of interviews
demonstrated repeating patterns as called for in a Grounded Theory qualitative research
exercise (Hair, et al., 2007).
While similar to the free association task, the qualitative interviewees in this
phase of research were asked to provide lengthier descriptions of their experiences.
Respondents were asked to provide descriptions of both their retail and e-tailing shopping
behaviors. After the interviewer provided the respondent with verbal definitions of each
of the constructs of interest (intimacy, immediacy, and authenticity), each question was
asked in the context of an e-tailing site the respondent had utilized within the last thirty
days in order to ensure familiarity with the e-tailing site. To capture richer qualitative
data, the interviewer asked the respondents to provide greater detail in their answers
regarding their impressions of intimacy, immediacy, and authenticity. Furthermore, these
interviews incorporated questions designed to capture the respondent’s inclination toward
e-tailer loyalty and featured probing questions to capture the respondents’ impressions
outside the constructs of interest.
The results of the qualitative interviews provided responses covering interactions
with 26 retailers and 20 e-tailers (see Table 2) covering numerous categories of goods.
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During the course of the qualitative interviews, insightful themes emerged from over 300
comments covering each of the constructs of interest (intimacy, immediacy, and
authenticity).

Table 2: Summary of Retailer and e-tailers Mentioned in Qualitative Interviews
Retailer
Anthropologie
BabiesRus
Barnes & Noble
Best Buy
Boutiques
Brooks Brothers
Champs
Container Store
CVS
DSW
Express
Foot Locker
Home Depot
J Crew
Kroger
Macy's
Nordstrom
Publix
Restaurants
Starbucks
Target
Trader Joes
Urban Outfitters
Wal-Mart
Whole Foods

Frequency
1
1
1
2
1
1
1
1
1
1
1
1
1
3
3
1
1
1
1
2
5
2
1
1
2

e-tailer
Amazon.com
Anntaylorloft.com
Anthropologie.com
Bedbathandbeyond.com
Champs.com
Craigslist.com
Crateandbarrel.com
Delta.com
Drugstore.com
Ebay.com
Etsy.com
Footlocker.com
Itunes
Jcrew.com
Macys.com
Nikerunning.com
Nordstrom.com
Potterybarn.com
Travelocity.com
Zappos.com

Frequency
8
1
1
1
1
1
1
1
1
2
2
1
1
2
2
1
1
1
1
1

When speaking to the intimacy construct, respondents acknowledged that as
consumers they are aware that their behavior online is tracked by technology and pored
over by the operators of e-tailing sites. Their primary concerns regarding intimacy
revolve around how e-tailers utilize this information. Specifically, respondents indicate,
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that similar to the experience in a retail store, they are interested in whether or not an etailer uses this information to effectively communicate with them as consumers or to help
deliver a warm and sociable experience. They appreciate it when an e-tailer provides
timely answers to their questions and enables the ability to share the varying levels of
information with others on an e-tailing site and their friends.
Elements of immediacy came out in interviews as a factor that is quickly
evaluated in the e-tailing environment. Respondents indicated they are interested in an
easy to follow e-tailing experience that is convenient. They want to see that an e-tailer is
employing online technology in ways that do not require many unnecessary clicks or
steps in order to find, evaluate and purchase products. They expect an e-tailer to indicate
if the item they are considering for purchase is in stock and available to be shipped.
Lastly, they expect e-tailers to quickly update their accounts regarding purchases and
loyalty programs.
Interview respondents indicated that they are evaluating authenticity when
shopping online. Consumers indicated they want to see items authentically represented.
Inherent in the choice to shop online is a trade-off in many product categories of not
being able to evaluate a product or service in person. Elements that allow consumers to
zoom in and out on pictures to see details and a sense that the information being
presented is accurate are important. Interview respondents indicated they expect e-tailers
to present information in such a manner that they can correctly evaluate and select sizes.
In a sense, the respondents indicated they expect the e-tailing site to be designed in such a
manner as to replicate the functions that a salesperson performs when they visit a retail
store.
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3.3.4

Summary of Item Generation
The initial exercises of reviewing prior literature and consumer free association

tasks resulted in the generation of 230 adjectives/phrases for the Online Social Presence
(OSP) Pool. Subsequent qualitative interviews generated over 300 comments associated
with the constructs of interest (intimacy, immediacy, and authenticity).
DeVellis (2012) notes that scale items should clearly reflect the scale's purpose,
and Netemeyer, et al. (2003) convey the importance of judging the item pool against the
objectives of the scale. The initial items generated included many redundant phrases.
While item redundancy can both strengthen and weaken a scale (DeVellis, 2012, p. 77),
many of the adjectives, phrases, and comments exhibited problematic redundancy. For
example, the terms at hand, handy, near, nearby, and close all received numerous
mentions related to immediacy. However, these terms do not actually represent distinctly
different aspects of the immediacy dimension of Online Social Presence (OSP).
Similarly, scales from different research domains exhibited item redundancy. For
example, Short, et al.'s (1976) original social presence instrument includes a
personal/impersonal item. Similarly, Gunwardena's (1995) scale incorporates the terms
personal and impersonal across multiple measures.
Lastly, a scale should offer a convenient and relatively uniform response format
(DeVellis, 2012, p. 16), and the impact of individual items must be considered in terms of
their impact on perceptions related to other items within a scale (Netemeyer, et al., 2003,
pp. 78-79). Comparison of the existing items within published scales revealed that some
items presented obstacles in conjunction with or in an e-tailing context. For example,
Miller and Lefcourt's Assessment of Social Intimacy scale (1982) items inherently
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required respondents to judge communication in terms of person-to-person exchanges.
While these occurrences prevent direct application to an e-tailing context, they provide
insights into the development of other items associated with online social presence.
During the item generation procedures each of the adjectives, phrases, comments
and existing scale items were thoroughly examined in light of the OSP construct
definitions. The qualitative insights were utilized to develop an initial pool of 99 items
for the Online Social Presence (OSP) scale (see Appendix H). This pool of items
provided the foundation for the transition to Step 8 of the OSP scale development
procedures (see Figure 7).
3.4

Purification of Measures for the Online Social Presence (OSP) Scale
Researchers are encouraged to apply sufficient rigor in carefully developing and

validating scales (e.g., MacKenzie, et al., 2011; Straub, Boudreau, & Gefen, 2004) in
order to avoid presenting measures that fail to properly measure the constructs of interest,
which may lead to faulty decisions (DeVellis, 2012). To ensure a solid methodological
basis identifying "valid" measures (Churchill, 1979, pp. 65, 68; Straub, et al., 2004) this
study employs a multiple-step item generation process to identify the potential items of
the three proposed dimensions (intimacy, immediacy and authenticity) of the Online
Social Presence (OSP) scale.
Theory is described as a "great aide to clarity" and is the recommended starting
point for any scale development endeavor (DeVellis, 2012, p. 73). To further expand the
identification of potential measures, the current research employed a secondary item
generation step in the form of qualitative interviews among representative consumers.
These consumers were asked to participate in a free-association task identifying
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descriptive items for the OSP scale constructs of immediacy, intimacy, and authenticity
and to describe their experiences with online shopping websites. Lastly, a third stage of
item generation was performed through surveys of a panel of content experts (business
faculty) in the areas of e-tailing, marketing and communications. Members of this panel
were asked to provide descriptive items for the constructs of the OSP scale (DeVellis,
2012). The results of these three stages of item generation yielded an extensive pool of
items and are discussed below.

3.4.1

Expert Review of Measures for The Online Social Presence (OSP) Scale
After the proposed three stages of item generation were completed,

methodological steps were employed to purify the identified items for further testing.
Item purification began with a review by business faculty in the areas of e-tailing,
marketing and communications (these areas of expertise are proposed as a proxy of
content expertise) (DeVellis, 2012, p. 100). Six individuals served as content experts,
therefore exceeding the minimum quantity of five as recommended by Netemeyer,
Bearden and Sharma (2003, p. 103). The six individuals completed the following series
of qualitative exercises in order to evaluate the item pool for representativeness,
specificity, clarity, content validity, and face validity.
The content experts were provided construct definitions (see Appendix J) and
asked to rate each of the ninety-nine measures generated (see Appendix H) for
representativeness, specificity, and clarity. Seven point likert scales (e.g., 1 = "not
representative", "7 = clearly representative") were used to obtain the content expert
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ratings for each measure. Their responses were compiled and examined to determine
areas of agreement for each measure.
Additionally, the content experts were asked to evaluate face validity (Churchill,
1979; Hair, et al., 2010), content validity (MacKenzie, et al., 2011) and wording clarity
(Netemeyer, et al., 2003). Face validity was examined to ensure that the respondents of a
population of interest could be reasonably expected to infer the intended measurement of
an item of interest (Netemeyer, Bearden and Sharma 2003, p. 13). Content validity was
evaluated to ensure that items were both "relevant to" and "representative of the targeted
construct" (Netemeyer, et al., 2003, p. 12).
Lastly, the content experts were asked to ensure that the items were accurate and
descriptive in order to avoid future methodological issues (Churchill, 1979; MacKenzie,
et al., 2011). Items that did not meet the criteria of face validity, content validity, or
appropriate phrasing were either rewritten or eliminated from the item pool. For
example, an item may have contained a potentially ambiguous word like "right," as in
“the right amount.” This wording may have led to different interpretations by different
respondents and was replaced by terms less open to interpretation. Similarly, items with
an average score of less than two on the seven-point scale (1 = not representative / 7 =
clearly representative) were eliminated from the pool following item evaluation
guidelines (e.g., DeVellis, 2012; Netemeyer, et al., 2003).
This content review exercise provided evaluations of representativeness,
specificity, clarity, content validity, and face validity for each of the potential measures.
The outcome of this exercise was that 95 residual items provided the basis to begin the
quantitative testing and validation of the Online Social Presence (OSP) scale.
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3.4.2

Secondary Content Review of Measures for The Online Social Presence

(OSP) Scale
DeVellis (2012, pp. 60-61) notes how important it is that content reviewers be
familiar with the context of the application of a scale being evaluated. Further,
Netemeyer, et al. (2003, p. 103) stress the importance of presenting all items to be
evaluated to facilitate an understanding of the application setting. Further insights
regarding the item pool were gained by conducting a secondary content review of the
Online Social Presence (OSP) scale items. This phase of item purification was facilitated
by entering the 95 potential measures from the initial expert review (see Appendix K)
into a web survey software platform (Qualtrics). The online survey provided the
definition of each OSP dimension (intimacy, immediacy, and authenticity) and utilized a
sliding scale of 0 (not representative) to 10 (definitely representative) for content
reviewers to provide ratings of each potential OSP measure. The format of the questions
and responses enabled the reviewers to experience the survey in the same format as future
respondents.
This phase of research identified 24 doctoral students who had completed two or
more years of study at a large Southeastern university. All exhibited online shopping
frequency of monthly or more frequently. Arguably, doctoral students may not have
reached the point of expert status in the literature of their respective disciplines.
However, having completed two or more years of study in research methods and
possessing sufficient familiarity with the domain of online shopping, these reviewers
offered useful additional insights into the validity of the OSP item pool and survey
design.
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The OSP survey was administered in a classroom setting to the panel of doctoral
students. Feedback was collected on both the items and the ease of use of the online
survey. This feedback was captured in two forms. The first form was the ratings
provided for each measure on the online survey. The second form was individual
feedback relative to the usability of the online survey as well as items wording where a
respondent might see the potential for multiple interpretations of an item. One point
respondents noted regarding the survey design was the benefit of balancing the number of
items displayed on a screen with the number of clicks required to move to the next page
of the survey. Feedback from the doctoral respondents confirmed that the online survey
design was easy (for them) to comprehend and follow. The scale ratings for each item
(clarity, content validity, and face validity) were evaluated using the web-based survey,
and qualitative feedback was captured through discussions with the content review panel.
This secondary content review provided confirmation that the online survey design was
effective and further insights regarding the OSP item pool. Based on this feedback, seven
items (with a descriptiveness rating of less than four) were eliminated from the OSP item
pool. This exercise resulted in a pool of 82 Online Social Presence (OSP) scale measure
candidates for further testing (see Appendix L).
3.4.3

Study I: Item Purification of Measures for the Online Social Presence (OSP)

Scale
Following completion of the item generation and initial purification stages,
preliminary data collection and testing began for Study I (Churchill, 1979; Straub, et al.,
2004). Study I administered the 82 item pool, which had been purified during the earlier
expert review exercise, to a national panel of consumers. The process involved initially

52

pretesting the survey instrument with a panel of 50 consumers. This pretest ensured that
the survey software worked properly and that respondents were able to complete the
survey in a reasonable time.
Study I targeted 250 respondents. The sample size was based upon the guidelines
provided in Hair, et al. (2010) and DeVellis (2012), which confirmed the sample size was
sufficient for scale development. An online survey was utilized based on the benefits of
lower potential for data transmission error (Fricker & Schonlau, 2002; Wright, 2005),
economical administration (Duffy, Smith, Terhanian, & Bremer, 2005; Wright, 2005) and
enhanced quality of responses (which are less susceptible to biases than in the
administration of an in-person questionnaire) (Duffy, et al., 2005). Kennesaw State
University's Institutional Review Board (IRB) policies were followed with an IRB review
of the survey instrument and the inclusion of institutional cover letter elements and
consent election (see Appendix I for the IRB research continuation approval letter).
Consistent with research indicating that internet users between the ages of 33 and
44 (Generation X) and 18 and 32 (Generation Y) demonstrate the highest interest in
shopping online (Jones & Fox, 2009), panelists were screened for age and eliminated
from participation if they fell outside the ages of 18 and 44. Participating panelists had a
median age of 33.
Research indicates an approximately equal tendency to participate in online
shopping among males and females (McPartlin & Feigen Dugal, 2012). Accordingly,
respondents were screened for gender resulting in 51 percent male participation and 49
percent female participation.
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Research also indicates that the average online customer shops online at least
once each month (e.g., Enright, 2012). In order to ensure that respondents were
sufficiently familiar with online shopping and held current reference points for shopping
at e-tailing sites, respondents were further screened to ensure that they purchased
products or services online at least once per month.
Because it was necessary that survey participants provide responses in the context
of their experiences, participants were instructed to provide the name of the website
where they shop most frequently and to consider all questions in the context of this site to
ensure familiarity with online shopping. The online survey questions were programmed
with logic that frequently reminded respondents of their response to this screening
question. Respondents not providing a valid e-tailing site were precluded from
participation.
After the survey was completed, the data was exported from Qualtrics into SPSS
17.0. Responses from 326 consumers were examined for kurtosis, skewness, straightlining, and survey duration according to guidelines from Hair, et al. (2010). No missing
data were observed. Non-differentiated or straight-line responses were identified (59
cases) through statistical evaluation (standard deviation of less than one of responses and
visual inspection, Baumgartner & Steenkamp, 2008). Insufficient response duration (six
cases of less than four minutes), excessive duration (seven cases of greater than two
hours – compared to the average completion time of seventeen minutes) were eliminated
(Swain, Weathers, & Niedrich, 2008). No data standardization was required, and the
survey administration resulted in 250 valid consumer response sets.
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As the constructs are expected to be theoretically related, the data from Study I
was tabulated, and a Principal Components (EFA) with a Varimax rotation was
completed using SPSS 17.0 (Hair, Black et al., 2010). The purpose of this EFA was to
identify the constructs of intimacy, immediacy and authenticity as internally consistent
and representative measures of the Online Social Presence (OSP) scale (Hair, et al., 2010,
p. 670). The initial unconstrained EFA resulted in a ten-factor solution. Each factor
featured an eigenvalue greater than one for each factor and together explained 73 percent
of the total variance (See Table 3 below).
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Component

Table 3: OSP Unconstrained Exploratory Factor Analysis EFA Total Variance Explained
Extraction Sums of Squared

Initial Eigenvalues
% of

Cumulative

Total

Variance

%

1

38.747

49.047

2

6.544

3

Rotation Sums of Squared Loadings

% of

Cumulative

Total

Variance

%

Total

49.047

38.747

49.047

49.047

23.814

30.145

30.145

8.284

57.331

6.544

8.284

57.331

7.904

10.005

40.150

2.336

2.957

60.288

2.336

2.957

60.288

7.119

9.011

49.161

4

1.998

2.530

62.817

1.998

2.530

62.817

6.309

7.986

57.146

5

1.792

2.269

65.086

1.792

2.269

65.086

4.409

5.581

62.727

6

1.595

2.019

67.105

1.595

2.019

67.105

2.180

2.759

65.486

7

1.411

1.786

68.891

1.411

1.786

68.891

1.954

2.473

67.959

8

1.249

1.581

70.472

1.249

1.581

70.472

1.512

1.914

69.873

9

1.141

1.444

71.916

1.141

1.444

71.916

1.481

1.874

71.747

10

1.028

1.302

73.218

1.028

1.302

73.218

1.162

1.471

73.218

11

.927

1.174

74.392

12

.904

1.144

75.536

13

.889

1.125

76.661

14

.827

1.046

77.707

15

.758

.959

78.666

16

.729

.923

79.589

17

.686

.868

80.457

18

.651

.824

81.281

19

.628

.795

82.076

20

.618

.782

82.858

Extraction Method: Principal Component Analysis.
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% of
Variance Cumulative %

Further evaluation of the Online Social Presence (OSP) scale was carried out by
examining each item for significance, cross loading with other constructs, and theoretical
soundness (see Appendix N for the Rotated Component Matrix). Clusters of measures
loaded as expected to the theorized dimensions of OSP (intimacy, immediacy and
authenticity). However, some items loaded on multiple factors or were associated with
theoretically unrelated factors. Additionally, some measures featured rotated factor
loadings below recommended threshold values.
While factor loadings of +/- .30 to +/- .40 are considered "minimally" significant,
a score greater than +/-.50 is required to demonstrate that an item is substantially related
to a particular factor (Hair, et al., 2010, pp. 117-118). The initial review of the
substantiality of each item (see Appendix N) resulted in six items (each with a loading
less than +/-.50) being removed from the item pool.
Measures loading across multiple factors (crossloading) exhibit a measurement
challenge as these items do not clearly measure a distinct concept (Hair, et al., 2010).
Examination of the cross loadings (see Appendix N) indicated quite a few items (more
than thirty) cross loaded with one or more alternative factors. As an example of this
process, one intimacy, two immediacy, and two authenticity items crossloaded across
multiple factors (see Appendix N). These items did not sufficiently represent a distinct,
unidimensional concept and were deleted from the item pool.
The EFA process was continued by examining the extent to which each remaining
item was meaningfully associated with the construct definitions for the three OSP
components (intimacy, immediacy, and authenticity). Guidelines from Hair, et al. (2010)
were followed to recalculate the factor analysis with the remaining items. Items failing to
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meet the recommended loading level and/or failing to demonstrate crossloadings were
subjected to further item measure purification and deleted on a case-by-case basis (Hair,
et al., 2010).
Upon completion of these procedures, the EFA was recalculated a third time with
the remaining items. The resulting analysis produced three factors explaining 66 percent
of the variance, each with an eigenvalue greater than one (see Table 4 and Appendix M).
Table 4: Online Social Presence (OSP) Three Factor EFA Variance Explained
Extraction Sums of Squared

Rotation Sums of Squared

Component

Initial Eigenvalues
Total

1

14.395

46.436

46.436

14.39

46.436

46.436

8.857

28.571

28.571

2

4.369

14.094

60.530

4.369

14.094

60.530

6.456

20.825

49.396

3

1.718

5.542

66.072

1.718

5.542

66.072

5.170

16.676

66.072

% of

Cumulative Total

Variance

%

% of

Cumulative

Variance

%

Total

% of

Cumulative

Variance

%

Extraction Method: Principal Component Analysis.

Further evaluation of the reliability of the Online Social Presence (OSP) scale was
carried out by executing a reliability analysis on the three factors. Hair, et al. (2010)
indicate that a Cronbach alpha of.70 (or greater) is desirable to indicate a consistent scale
(p. 125). The analysis in the current research revealed a Cronbach alpha of .937 for
intimacy, .956 for immediacy, and .907 for authenticity.
It is important to remember when considering the role of exploratory factor
analysis in developing a scale, that the technique is used primarily to determine the
structure of a set of measures. In addition to performing the statistical analysis, the
researcher must ensure that he or she guides the process according to the theoretical
grounding that underlies the exercise (Hair, et al., 2010). In the process of completing
the EFA, three measures for authenticity were identified which reflect both insights from
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the literature review and consumer interviews, but they exhibited lower loadings (> .35
but < .50). These three items (authenticity items 32-34) were modified to improve
clarity based on the construct definition for authenticity and were then included in the
purified OSP scale.
The EFA item evaluation and principal components analysis confirm that the
three-factor OSP solution demonstrates construct validity as the items load on the
theorized dimensions of OSP (intimacy, immediacy, and authenticity). The EFA also
produced a purified pool of 34 items (presented in Table 5 below) that exhibit
discriminant validity across the three dimensions as they produce significant loadings
only on the three theorized dimensions of OSP. These 34 items provide the basis for
executing a confirmatory factor analysis via partial least squares structural equation
modeling (PLS-SEM).
Table 5: Online Social Presence (OSP) EFA Purified Items
Immediacy:
1.
This website is organized so I can easily find the product or service I am
considering purchasing.
2.
The purchase process on this website is designed to be easy to follow.
3.
The people operating this website offer convenient shopping.
4.
The people operating this website promptly update my account when I purchase.
5.
The people operating this website do not require a lot of unnecessary clicks to order
an item.
6.
The people at this website tell me if the item I am shopping for is in stock.
7.
This website was designed so that the number of steps required to supply the
necessary personal information to complete a transaction is reasonable.
8.
The operators of this website make it easy to find similar products.
9. This website is designed so that I can easily log into my account on this website.
10. I can purchase an item quickly through the people operating this website.
11. The designers of this website make it easy to select the shipping service I want for
an item.
12. The designers make it easy to find items on this website that meet my needs.
Intimacy:
13. It feels like the people behind this website create a personal experience.
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14. I feel like I can easily ask someone questions about a product on this website.
15. This website is designed to make me comfortable participating in discussions with
people on this website.
16. The people operating this website fully answer my questions.
17. There is a feeling of human warmth on this site.
18. The people operating this site make it easy to share information about the items I
like on this website with my friends.
19. I trust that people at this website respect my privacy.
20. I feel like the people at this company care about me as a person.
21. This website is designed to make me feel comfortable describing this website to
others.
22. This website feels sociable.
23. This website feels like being part of an online community.
24. I feel like I'm with friends on this website.
Authenticity:
25. This website makes me feel like a salesperson is providing enough variety of
different pictures to allow me to visualize details about the product/service.
26. This website is designed to allow me to see the product/service as if it was in a
store.
27. Previous experiences with this website make me feel like the website is designed to
feel like I'm in a store.
28. The ability provided on this site to zoom in/out and rotate the product on this
website lets me visualize the product as if it were being demonstrated in a store.
29. When I need to see sizes, the guides offered by the people operating this site enable
me to understand product options (e.g., size charts).
30. The ability to zoom in and out on pictures on this site gives a sense of someone
explaining the details of the product/service.
31. This website creates a shopping experience similar to the one I would have when
shopping in a store.
32. The designers of this site provide information in a manner that enables me to
evaluate a product similar to how I would in a store
33. The people behind this site present products/services that allow me to consider my
purchase similar to how I would in a store.
34. The people operating this site allow me to determine the accuracy of information
similar to the way I would in a store.

3.5

Model Specification: Assessment Item and Construct Measurement
Step eight in the OSP scale development process calls for specification of the

Online Social Presence (OSP) construct model (see Figure 7). In advancing theory,
researchers are urged to answer calls for better rigor in the specification of relationships
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(reflective or formative) between latent variables and the measurement of constructs of
interest (e.g., Diamantopoulos & Siguaw, 2006; Jarvis, et al., 2003). Marketing
researchers in particular have been urged to pay particular attention to carefully
specifying the nature of relationships as an estimated twenty-nine percent of marketing
constructs may have been specified as reflective when these relationships should have
been specified as formative (Jarvis, et al., 2003).
At the indicator level, measurement specification is critical due to the nature of
relationships between indicators and the process of purifying items. Reflective indicators
may be eliminated during purification to create more parsimonious scales. However,
formative indicators may not be eliminated without risking the elimination of a crucial
facet of a construct (Diamantopoulos & Winklhofer, 2001). Examining the directional
nature of these relationships offers the most effective method(s) of analysis required to
effectively analyze the specified relationships (Hair, et al., 2011; MacKenzie, et al.,
2011).
According to Jarvis, et al.'s rules (see Table 6 below, 2003), the proposed
constructs of Online Social Presence (OSP), intimacy, immediacy and authenticity, are
naturally occurring phenomenon and should be measured by reflective items. In contrast,
after Jarvis, et al.'s guidelines (2003) were applied, it was determined that the higher
order construct of (OSP) is caused by the occurrence of intimacy, immediacy and
authenticity in an e-tailing setting. Therefore, OSP should be measured as a formative
second-order construct.
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Table 6: Decision Rules for Determining Whether a Construct Is Formative or
Reflective*
Decision Rules

Formative Model

Reflective Model

1. Direction of causality from construct to measure Direction of causality is Direction of causality is
implied by the conceptual definition
from items to
from constructs to
constructs
items
Are the indicators (items) (a) defining
Indicators are defining Indicators are
characteristics
characteristics of the
manifestations of the
or (b) manifestations of the construct?
construct
construct.
Would changes in the indicators/items cause
changes in the construct or not?

Changes in the
Changes in the
indicators should cause indicators should not
changes in the
cause changes in the
construct
construct

Would changes in the construct cause changes
in the indicators?

Changes in the construct Changes in the
construct do cause
do not cause changes
changes in the
in the indicators
indicators
Indicators need not be Indicators should be
interchangeable
interchangeable

2. Interchangeability of the indicators/items
Should the indicators have the same or
similar content?

Indicators need not have Indicators should have
the same or similar
the same or similar
content/indicators need content/indicators
should share a
not share a common
common theme
theme

Would dropping one of the indicators alter the
conceptual domain of the construct?

Dropping an indicator Dropping an indicator
should not alter the
may alter the
conceptual domain of
conceptual domain of
the construct
the construct

3. Covariation among the indicators

Should a change in one of the indicators be
associated with changes in the other indicators?
4. Nomological net of the construct indicators

Not necessary for
indicators to covary
with each other

Indicators are expected
to covary with each
other

Not necessarily

Yes

Nomological net for the Nomological net for the
indicators may differ
indicators should not
vary

Are the indicators/items expected to have the
same antecedents and consequences

Indicators are not
required to have the
same antecedents and
consequences

*Source: Jarvis, MacKensie, and Podsakoff (2003, p. 203)
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Indicators are required
to have the same
antecedents and
consequences

The first order reflectively measured constructs were evaluated in a manner
consistent with classic test theory (Hair, et al., 2010). The specification of a Type II
construct model following the guidelines of (Diamantopoulos, Riefler, et al., 2008)
resulted in the measurement of Online Social Presence (OSP) within a nomological
context with an established outcome variable (e-Satisfaction) in an e-tailing setting.
Figure 8 provides an example of a Type II construct model. The Study II model was
based on 34 measured variables encompassing both reflective items and formative
constructs.
Figure 8: Type II: Reflective First-Order, Formative Second-Order Measurement Model
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Note: This model cannot be examined using CB-SEM due to formative construct
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3.6

Study II: Validation of the Online Social Presence (OSP) Scale

3.6.1

Study II Survey Design
Study II was designed to validate the 34 item Online Social Presence (OSP) scale

that was developed through the item purification process followed in Study I (step nine in
the OSP scale development process). This stage of research represents a transition from
an exploratory approach to procedures designed to confirm the OSP scale. To confirm
the OSP scale, the validation procedures for Study II were undertaken in the context of a
nomological network to determine the validity of both the OSP measurement and
structural models (Bagozzi, 2011; Jarvis, et al., 2003).
Study II administered the 34-item Online Social Presence (OSP) item pool
purified by Study I. In addition to the OSP items, 13 e-Satisfaction items adapted from
Szymanski and Hise (2000 see Table 7) were administered in Study II. An IRB review of
the survey instrument and the inclusion of institutional cover letter elements and consent
election were incorporated consistent with Kennesaw State University's Institutional
Review Board (IRB) policies (see Appendix I for IRB research continuation approval
letter).
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Table 7: Outcome Variable Measures
e-Satisfaction:
1.

The amount of time required to complete a shopping visit on this website is
reasonable.

2.

Overall, I am very satisfied with my shopping experiences on this website.

3.

It is very convenient to shop on this website.

4.

The number of products/services available on this website is excellent.

5.

It is very easy to browse for items on this website.

6.

The variety of product/service offerings on this website is excellent.

7.

The amount of Information on this website about products/services is excellent.

8.

The quality of Information on this website about products/services is excellent.

9.

The screens on this website are cluttered.

10.

This website has easy-to-follow search paths.

11.

This website provides requested information quickly.

12.

Transactions I complete on this website are secure.

13.

Overall, I feel very good about my shopping experiences on this website.
Study II was conducted via an online survey using Qualtrics. Online surveys

offer cost effective administration (Duffy, et al., 2005; Wright, 2005) and lower error and
data transmission rates (Fricker & Schonlau, 2002; Wright, 2005). Responses from 300
consumers were targeted for completion, ensuring an adequate sample size, according to
Hair, et al. (2010) and DeVellis (2012). A pretest of the survey instrument was
conducted with a panel of fifty consumers. Executing the pretest demonstrated that
respondents were able to complete the survey in a reasonable time and that the survey
software worked properly.
Since the population of interest was again online shoppers, Study II utilized the
same demographic and screening criteria as in Study I. The sample included Internet
users between the ages of 18 and 44 (Jones & Fox, 2009) with an average respondent age
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of 32, approximately equal participation among males and females (McPartlin & Feigen
Dugal, 2012), resulting in 49 percent male and 51 percent female participation, and
online purchase frequency of at least once per month (e.g., Enright, 2012). The inclusion
of purchase frequency ensured that participants were familiar with online shopping.
Finally, the survey instrument was programmed to require each respondent to provide the
name of the e-tailing site where they most frequently shop, and the site was referred to
often throughout the survey.
Following the successful administration of the online survey, the data was
imported into SPSS 17.0. SPSS was utilized to examine 396 responses for kurtosis,
skewness, straight-lining and survey duration in accordance with guidelines from Hair, et
al. (2010). No missing data was observed. Where insufficient duration was noted (46
cases with a response time of less than three minutes) versus a reasonable survey
completion duration (average of six minutes), the responses were eliminated (Swain, et
al., 2008). No respondents exhibited excessive completion times. The data was
examined for straight-lining, which was identified through statistical evaluation and
visual inspection (Baumgartner & Steenkamp, 2008). Response sets exhibiting a
standard deviation of less than one were removed from further analysis (46 cases). No
data standardization was necessary. The final sample consisted of 304 valid consumer
responses, representing an item to response ratio of 1:11, which were retained for further
analysis.
3.6.2

Study II PLS-SEM Model Evaluation
As this research also seeks to develop and test theory, Structural Equation

Modeling (SEM) was selected as the method for analysis of the data collected in Study II
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(Hair, Hult, Ringle, & Sarstedt, 2014; Straub, et al., 2004). In conducting SEM analysis,
researchers have two methodological options. First, covariance based SEM (CB-SEM) is
used to test and confirm well-developed theory (Diamantopoulos, Siguaw, & Cadogan,
2008) while partial least squares SEM (PLS-SEM) (Straub, et al., 2004) is particularly
strong to test and confirm developing theory. Both forms of SEM are well suited for
developing and testing theory (Hair, Ringle, & Sarstedt, 2012). However, each method
offers different benefits and drawbacks. CB-SEM seeks to evaluate how underlying
factors covary in order to produce an efficient theoretical model based on the
relationships of the underlying items within the constructs of interest. However, CBSEM requires more robust sample sizes (Hair, et al., 2010). In contrast, PLS-SEM offers
the researcher the ability to examine the formative vs. reflective relationships of items
and constructs by evaluating the composition of model elements and is effective in
evaluating the predictive nature of a theoretical model (Straub, et al., 2004).
As the Online Social Presence (OSP) framework incorporates both formative and
reflective relationships (see Figure 5) and seeks to offer directional assessment by
predicting enhanced e-tailing satisfaction through more favorable OSP, PLS-SEM was
selected to perform the analysis in Study II. The following paragraphs describe how
PLS-SEM was utilized to test the posited hypotheses regarding the OSP measurement
theory and predict an outcome variable (e-Satisfaction) to establish nomological validity.
Analysis in Study II began by tabulating the data and specifying a PLS-SEM
model to execute a confirmatory factor analysis (CFA). The analysis was conducted
using SmartPLS 2.0 (Ringle, Wende, & Will, 2005). The goal of the CFA was to
validate the constructs of intimacy, immediacy and authenticity as consistent (reliable)
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and representative measures of the Online Social Presence (OSP) scale (Hair, et al.,
2014). An assessment of nomological validity was facilitated by also collecting data for
a previously validated construct (e-Satisfaction) (Bagozzi, 2011; Jarvis, et al., 2003).
Figure 6 displays the PLS-SEM model for the CFA analysis. Intimacy,
immediacy, and authenticity were specified as first-order constructs, which together
formed the second-order construct of OSP following the guidelines of Diamantopoulos,
Riefler, et al. (2008) for the specification of a Type II construct model (see Figure 2).
The formulation of a second-order construct, known as a higher-order component (HOC),
was facilitated by a repeated indicator approach (Hair, et al., 2014, p. 226). The test of
the OSP HOC was run by including all of the reflective items of the first-order constructs
(intimacy, immediacy and authenticity) on the OSP construct.
Each of the relationships between the items and constructs was evaluated
according to Jarvis, et al.'s (2003) decision rules for evaluating formative vs. reflective
relationships (see Table 1). The first-order constructs (intimacy, immediacy, and
authenticity) were modeled as reflective relationships and formative relationships were
specified between the first-order constructs and the second-order Online Social Presence
(OSP) construct (see Figure 9). This item specification is consistent with Classic Test
Theory where reflective measures are specified as reflective, or "caused by" a higher
order construct (Hair, et al., 2010, p. 679). The relationship between OSP and the
outcome variable of e-Satisfaction (Szymanski & Hise, 2000) is specified as predictive
(causal).
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Figure 9: Study II: Initial PLS-SEM CFA Model
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Study II measured the first-order constructs of intimacy, immediacy, and
authenticity with the 34 items purified in Study I. The 34 items included 12 items each
for the intimacy and immediacy constructs, and 10 items for the authenticity construct.
The construct e-Satisfaction was measured with 13items adapted from Szymanski and
Hise's (2000) existing scale.
The first step in PLS-SEM model evaluation is to assess the outer measurement
model, or internal consistency of the relationships between the items and constructs
(Hair, et al., 2014). If this first step provides adequate measurement and significance
thresholds relative to accepted rules of thumb guidelines (Hair, et al., 2014), a second
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analysis is conducted to evaluate the inner, or structural, model that displays the
relationships between the constructs contained in the PLS-SEM model.
In conducting an evaluation of a PLS-SEM outer model, the objective is to
evaluate the model’s internal consistency reliability, alternatively referred to as
composite reliability. Composite reliability indicates how well a construct consistently
provides reliable measurement of the subject of interest, otherwise noted as measurement
error (Hair, et al., 2014). The initial evaluation of the outer model in the current research
indicated that most items demonstrated sufficient high outer loadings. However, a few
items did not demonstrate sufficient outer loadings to justify their retention in the Online
Social Presence (OSP) scale.
As with other methods of analysis, PLS-SEM relies upon rules of thumb to
evaluate the statistical characteristics of the measurement model. Outer loadings are
values between zero and one, where higher values indicate higher reliability – values
between 0.60 and .070 are considered "acceptable in exploratory research," values
between 0.70 and 0.90 are considered "satisfactory," and values above 0.90 bear further
examination as the same phenomenon may be measured by the items (Hair, et al., 2014,
p. 102), indicating item redundancy. Each of the items within the model was examined
based upon theoretical considerations and outer loadings. Items that did not meet the
criteria of “satisfactory” were removed, and the model was recalculated. Figure 7 shows
the item loadings for the resulting PLS-SEM model in which each of the Online Social
Presence (OSP) items demonstrate satisfactory item reliability. These procedures
resulted in the retention of 21 items – seven items for the intimacy construct, eight items
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for the immediacy construct, and six items for the authenticity construct (see Table 8 and
Figure 10).
Table 8: Study II Online Social Presence (OSP) Scale
Latent
Variable

Intimacy

Item

Indicators
Intimacy_1

The people operating this website fully answer my questions.

Intimacy_2

There is a feeling of human warmth on this site.

Intimacy_3

I feel like the people at this company care about me as a person.

Intimacy_4

This website is designed to make me feel comfortable describing this
website to others.

Intimacy_5

This website feels sociable.

Intimacy_6

This website feels like being part of an online community.

Intimacy_7

I feel like I'm with friends on this website.

Immediacy_1

The purchase process on this website is designed to be easy to follow.

Immediacy_2

The people operating this website offer convenient shopping.

Immediacy_4

The people operating this website promptly update my account when
I purchase.
The people at this website tell me if the item I am shopping for is in
stock.

Immediacy_5

This website was designed so that the number of steps required to
supply the necessary personal information to complete a transaction is
reasonable.

Immediacy_6

The operators of this website make it easy to find similar products.

Immediacy_7

This website is designed so that I can easily log into my account

Immediacy_3

Immediacy

Authenticity_1

I can purchase an item quickly through the people operating this
website.
The ability provided on this site to zoom in/out and rotate the product
on this website lets me visualize the product as if it were being
demonstrated in a store.

Authenticity_2

When I need to see sizes, the guides offered by the people operating
this site allow me to understand product options (e.g., size charts).

Authenticity_3

The ability to zoom in and out on pictures on this site gives a sense of
someone explaining the details of the product/service.

Authenticity_4

The designers of this site provide information in a manner that
enables me to evaluate a product similar to how I would in a store

Immediacy_8

Authenticity

Authenticity_5
Authenticity_6

The people behind this site present products/services that allow me to
consider my purchase similar to how I would in a store.
The people operating this site allow me to determine the accuracy of
information similar to the way I would in a store.

71

Figure 10: Study II Final PLS-SEM CFA Model
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The outer loadings of each item were assessed, and composite reliability scores
for each reflective construct were calculated using SmartPLS 2.0 (Ringle, et al., 2005).
These scores provide an evaluation of the reliability and internal consistency of each
construct and are summarized in Table 8 below. Each of the reflective constructs
demonstrates acceptable composite reliability according to the guidelines provided by
Hair, et al. (2014).
After composite reliability was assessed, convergent validity was evaluated.
Convergent validity measures the extent to which indicators of a specific construct
converge or share a high proportion of variance (Hair, et al., 2014). Convergent validity
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was assessed by calculating the average variance extracted (AVE) for all items associated
with each construct. The AVE is obtained by calculating the sum of the squared loadings
for a construct and dividing this by the number of indicators contained within the
construct (Hair, et al., 2014, p. 103). The AVEs for each reflective construct are
presented in Table 9 below and demonstrate that each of the reflectively measured
constructs meets the threshold for acceptable convergent validity of greater than 0.50
(Hair, et al., 2014).
Table 9: Study II Overview of Model Quality Criteria

Intimacy
Immediacy
Authenticity
HOC OSP
(Formative
Construct)

e-Satisfaction

AVE
0.681
0.705
0.698

Composite
Reliability
0.937
0.944
0.933

R
Square
–
–
–

–
0.697

0.945
0.962

1.000
0.630

Cronbach
Alpha Communality Redundancy
0.921
0.681
–
0.930
0.705
–
0.912
0.698
–
0.939
0.957

0.463
0.697

0.232
0.432

Once the composite reliability and convergent validity were successfully
established, the next step was to assess the discriminant validity of the constructs.
Discriminant validity determines the extent to which a construct is truly distinct from
other constructs in the model, both in terms of how much it correlates with other
constructs and how distinctly the measured variables represent only this single construct
(unidimentionality) (Hair, et al., 2014). The most conservative criterion recommended to
evaluate discriminant validity is the Fornell-Larcker criterion. The procedure for
calculating the Fornell-Larcker criterion for multiple-item reflective constructs compares
the construct's AVE with the squared correlation of that construct with other constructs in
the PLS-SEM model (the squared correlation is a measure of the shared variance between
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two constructs). The guidelines indicate that a construct should not exhibit a shared
variance with any other construct that is greater than the shared variance of the
construct’s items (within construct shared variance = AVE) (Hair, et al., 2014, p. 105).
Table 10 summarizes the results of the Fornell-Larcker analysis and summarizes the
discriminant validity comparison for each construct.
Table 10: Study II Fornell-Larcker Criterion Analysis
e-Satisfaction Authenticity Immediacy Intimacy

OSP HOC

1

0.697
e-Satisfaction
0.286
Authenticity
0.6981
0.747
Immediacy
0.184
0.235
Intimacy
0.558
1
Construct AVEs are on the diagonal.

0.7051
0.127

0.6811

–

The three first-order constructs demonstrate satisfactory discriminant validity
based on the Fornell-Larcker criterion. The one exception is the first order immediacy
construct in relation to the eSatisfaction construct. An alternate approach was employed
to further examine discriminant validity. The procedure compared the individual item
cross-loadings for each reflective multiple-item construct to ensure that each item
measure exhibited a higher loading on the construct that it is a component of versus other
constructs in the PLS-SEM model (Hair, et al., 2014, p. 105). While this procedure is
considered a less conservative procedure than the Fornell-Larcker criterion (Hair, et al.,
2011), it offers a meaningful evaluation of discriminant validity. This procedure was
conducted to compare the item loadings associated with the immediacy construct and the
eSatisfaction construct. Table 11 summarizes the results of this procedure and illustrates
that all of the items for immediacy load stronger on the immediacy construct than on the
e-Satisfaction construct, thus demonstrating sufficient discriminant validity for the
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immediacy construct (see Appendix R for a full comparison). Similarly, all the items for
e-satisfaction load higher on that construct than on the immediacy construct.
A further effort was made to confirm the discriminant validity of the immediacy
and e-satisfaction constructs by asking a panel of experts to evaluate the face validity of
the construct indicators for the two constructs. Their qualitative assessment concluded
that the indicators represented distinctly different construct domains, and thus confirmed
that the two constructs were measuring different concepts, and therefore exhibited
discriminant validity.
Table 11: Study II Immediacy Cross Loading Analysis

Immediacy_1
Immediacy_2
Immediacy_3
Immediacy_4
Immediacy_5
Immediacy_6
Immediacy_7
Immediacy_8
e-satisfaction_1
e-satisfaction_1
e-satisfaction_2
e3satisfaction_3
e-satisfaction_4
e-satisfaction_5
e-satisfaction_6
e-satisfaction_7
e-satisfaction_8
e-satisfaction_9
e-satisfaction_10
e-satisfaction_11

eSatisfaction Immediacy
0.732
0.892
0.731
0.841
0.709
0.849
0.678
0.829
0.658
0.810
0.747
0.812
0.752
0.843
0.758
0.864
0.839
0.781
0.855
0.802
0.829
0.751
0.855
0.707
0.866
0.763
0.847
0.678
0.825
0.646
0.824
0.668
0.796
0.620
0.797
0.725
0.849
0.729
0.839
0.781
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The outer model procedures established reliability and validity. Next, the inner
model was evaluated to assess the strength and significance of the path coefficients for
the relationships hypothesized between the constructs. This evaluation began by running
a bootstrapping procedure to assess statistical significance. Bootstrapping is used in
PLS-SEM model assessment as PLS-SEM does not assume a normal distribution of data,
and parametric estimates of significance cannot be used. A bootstrapping procedure is
utilized to estimate a sampling distribution and determine the significance (t value) of the
hypothesized relationships between constructs (Hair, et al., 2014, p. 130). The
bootstrapping procedure used 5,000 samples, which meets the requirement of a larger
size than the number of observations in the data being analyzed and is the recommended
guideline (Hair, et al., 2014).
Table 12 shows the significance level for each hypothesized relationship. The
hypotheses for the relationships between intimacy (H1) immediacy (H2) and authenticity
(H3), and the higher order construct (HOC) of Online Social Presence (OSP) all have t
values greater than 1.96 and are significant at a 0.05 level (two-tailed test). The
hypothesis for the relationship between OSP and e-Satisfaction (H4) is also significant at
a 0.05 level (two-tailed test).
Table 12: Study II Path Coefficients and Results of Hypotheses Tests
Hypothesis

Original
Sample
Sample (O) Mean (M)
Coefficient Coefficient

Standard
Deviation
(STDEV)

t Values

Accept/Reject

H1: Intimacy Æ OSP

0.357

0.357

0.013

26.785

Accept**

H2: Immediacy Æ OSP

0.487

0.489

0.026

18.947

Accept**

H3: Authenticity Æ OSP

0.382

0.381

0.018

21.623

Accept**

H4: OSP Æ e-Satisfaction

0.794

0.795

0.022

36.292

Accept**

Critical t values for a two-tailed test are 1.65 (significance level = 10%*), 1.96 (significance level =
5%**) (Hair, et al., 2014).
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After the significance of each hypothesized relationship is established, the next
step in evaluating an inner model is to examine the coefficient of determination for the
endogenous construct (e-Satisfaction). The coefficient of determination (R2) is a measure
of the variance explained in the endogenous construct. R2values can range from zero to
one, and higher values are associated with greater predictive ability. The interpretive
value of adequate R2values varies by discipline, but in consumer behavior, 0.20 and
above is considered to offer a sufficient level of prediction (Hair, et al., 2014 pp. 172-3).
Table 9 displays the R2 value for the e-Satisfaction construct as .63, thus exhibiting a
substantial level of variance explained.
3.6.3

Study II Common Methods Variance Discussion
Common methods bias has been noted as a source of concern for researchers

(Doty & Glick, 1998). Accordingly, steps were undertaken to minimize the likelihood of
occurrence within this research. Common method bias (or common method variance) is
described as a distortion in the measurement of variance between independent and
dependent variables due to the method of measurement (Elanain, 2009). Specifically,
when the same respondents provide responses for independent and dependent measures, a
risk exists that the self-reported nature of responses may introduce bias (Podsakoff,
MacKenzie, Lee, & Podsakoff, 2003). Additionally, the risk of the effects of common
method bias may stem from a survey design that does not account for the order in which
questions are asked or that relies upon inferred or missing information (e.g., common
rater effects emanating from prior knowledge of the person administering a survey
(Podsakoff, et al., 2003).
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Unfortunately, there is no consensus among researchers regarding the impact or
prevalence of common method bias. Spector (2006) presents one end of the spectrum
referring to common method bias as "methodological urban legend." Elanain (2009)
argues the opposite end of the spectrum, proposing that many research findings are
unsupported due to the effects of common method bias. Presenting a more moderate
view, Doty and Glick (1998), conducted a multi-disciplinary review of research over a 12
year period and found that common method bias was not a significant concern in the
majority of studies. While common method bias is a potentially valid issue, it also has
been noted that, “the amount of variance attributable to method bias varies considerably
by discipline and by the type of construct being investigated” (Podsakoff, et al., 2003 p.
880). Finally, in a meta-analysis of studies across a variety of disciplines, Cote and
Buckley (1987) found that, on average, common method variance was lowest in the
marketing area, which is the area that is the focus of this research.
Study II was designed with procedural elements in order to reduce common
method bias. Following Podsakoff, et al.'s (2003) guidelines, the survey design
incorporated proximal, psychological and temporal separation. The administration of an
online survey among a national consumer panel of consumers provided psychological
separation from the potential for common rater effects. Varying the order of questions
among respondents provided proximal and temporal distance among respondents.
Finally, dependent measures utilizing different scale anchors from independent measures
were incorporated to provide varying scale design.
The design of this study included design elements to avoid common method bias.
However, obtaining data from different sources was not practical in this study. Podsakoff
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et al, (2003) notes that when it is not practical or possible to obtain responses from
different sources, it is acceptable to apply a post hoc test to assess common method bias.
One widely used test is Harman's single-factor test (Podsakoff, et al., 2003). The Harman
single-factor test posits that if common method bias is present, a single factor will explain
greater than 50 percent of the variance in an unrotated principal components analysis.
The results of this test indicate the first factor explained 35% of variance in a four-factor
solution. The resulting analysis indicates no single factor explains greater than 50
percent of the variance in the Study II model (see Appendix S). By combining study
design and a post hoc common method variance assessment, this study is consistent with
guidelines indicating that common method bias is not a concern.
3.6.4

Study II Nomological Validity Discussion
Researchers are urged to test scales against established constructs in order to

evaluate nomologial validity (Netemeyer, et al., 2003). Nomological validity is a form of
construct validity that evaluates how a construct performs in comparison to existing
constructs (Straub, et al., 2004). In other words, when proposing a new scale, researchers
should test the scale in conjunction with existing established constructs and compare the
findings to those of prior research. This approach is often referred to as a nomological
network or net (Bagozzi, 1980).
Straub, et al. (2004) note that nomological validity is most frequently evaluated
heuristically through judgment in evaluating the behavior of an existing construct in
conjunction with a new scale. This same research challenges researchers to apply
statistical techniques to compare prior findings with current findings (Straub, et al.,
2004). In the case of Online Social Presence (OSP), OSP confirms a multi-dimensional
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operationalization of social presence in an e-tailing context. This updated view of social
presence does not facilitate direct comparison results for comparison from prior studies.
Study II included the established construct of e-satisfaction to provide a basis
from which to begin evaluating nomological validity for the Online Social Presence
(OSP) scale. Over time, satisfaction has been demonstrated as an important consideration
for both services and retailing research (e.g., Parasuraman, Berry, & Zeithaml, 1991;
Parasuraman, Zeithaml, & Berry, 1985, 1988). In recognition of the expanding role of
online shopping, Szymanski and Hise (2000) proposed the e-satisfaction scale to measure
how elements of the online shopping environment (e.g., information and site design)
influence customer satisfaction (2000). Evanschitzky, et al. (2004) revisited the eSatisfaction scale and confirmed that e-Satisfaction successfully captures customer
satisfaction in an e-tailing context.
Social presence has previously been noted to positively influence satisfaction in
online environments like e-tailing (e.g., Gefen & Straub, 2004; Hassanein & Head, 2007)
and online education (e.g., Gunawardena, 1995; Gunawardena & Zittle, 1997). Each
prior application of social presence in an online setting (e.g., Hassanein & Head, 2006,
2007) was measured as a one dimensional construct originating from Short, et al.'s (1976)
original scale. These examinations of social presence predicted and confirmed that social
presence in an online environment produces desirable customer outcomes (e.g., trust and
purchase intentions Cyr, et al., 2007; Gefen, et al., 2003; Gefen & Straub, 2004), and
loyalty (Cyr, et al., 2007). The path coefficient for the relationship between the
OSP_HOC and e-satisfaction was 0.794 (Table 12). Moreover, this coefficient was
statistically significant and meaningful. Thus, Study II confirms that, consistent with
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Gefen and Straub's (2004) examination, Online Social Presence (OSP) is significantly
and positively related to e-Satisfaction. This finding demonstrates the nomological
validity of the OSP scale developed in this research.
3.6.5

Study II Online Social Presence (OSP) Scale Norms
Netemeyer, et al. (2003) note the importance of providing norms for future

researchers in order to evaluate the applicability and context of a scale in order to avoid
misinterpretation or inappropriate scale applications. Churchill (1979) and MacKenzie,
et al. (2011) include the development of norms as the final step in their scale
development procedures (see Step 8 in Figure 6 and Step 14 in Figure 7). These
recommendations are why the development of scale norms is the final step of the Online
Social Presence (OSP) scale development procedures (see Figure 8).
Churchill (1979) notes that scale norms should provide future researchers insight
into the groups for which a scale is intended to accurately capture a subject of interest.
The OSP scale was developed with a target audience of online shoppers in general.
Research indicates that shoppers of all ages utilize online shopping. However, shoppers
between the ages of 18 and 44 demonstrate the highest propensity toward online
shopping (Jones & Fox, 2009). Because of this demographic profile, development of the
OSP scale targeted shoppers in this age range to increase the likelihood that participants
could provide relevant insights into their online shopping experience.
As for additional norms for online shoppers, research indicates that gender does
not significantly influence a propensity to shop online (McPartlin & Feigen Dugal, 2012).
Accordingly, development procedures for the OSP scale included approximately equal
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participants across gender and concerns related to gender are not noted for future
researchers.
Another perspective to consider is the average frequency of online shopping.
Research indicates that the average online customer shops online at least once each
month (Enright, 2012). Development procedures for the Online Social Presence (OSP)
scale screened for this shopping frequency. Online shoppers who shop online less
frequently than once each month were not included in the development procedures for the
OSP scale. Accordingly, future researchers should note that less frequent shoppers might
exhibit different tendencies.
Churchill (1979) notes that researchers should also provide norms related to the
method of scoring a scale. In the case of the OSP scale, responses from zero to ten on 21
items could result in a total score of 210. Table 13 (below) presents the scale norms for
the three dimensions of Online Social Presence (OSP). Study II participants provided the
highest scores for the immediacy dimension of OSP with a mean score of 8.2. These
participants reported similar mean scores for the intimacy and authenticity dimensions of
OSP (6.7 and 6.8 respectively). The overall mean score of 7.3 for OSP suggests that the
perceived social presence for respondents in this study is relatively high (10 = Strongly
Agree). Higher OSP scores indicate greater online social presence, which should lead to
increased probabilities of desired outcomes (e.g., satisfaction via e-Satisfaction).
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Table 13: Norms for Online Social Presence (OSP) Scale

3.6.6

Dimensions

Mean Score

Intimacy

6.7

Immediacy

8.2

Authenticity

6.8

Total OSP

7.3

Study II PLS-SEM Model Observations and Summary
Intimacy (H1), immediacy (H2), and authenticity (H3) were hypothesized to form

the higher order construct (HOC) of Online Social Presence (OSP). The HOC construct
of OSP was hypothesized to positively influence the endogenous construct of eSatisfaction (H4).The inclusion of the endogenous constructs of e-Satisfaction
(Szymanski & Hise, 2000) allowed the proposed Online Social Presence (OSP) construct
and scale to be evaluated for nomological validity in an e-tailing context (MacKenzie, et
al., 2011).
PLS-SEM was used to test each of these four hypotheses. All of the hypothesized
relationships are statistically significant (t value tests) and OSP exhibits considerable
predictive capacity (R2 of .63; path coefficient of 0.794) for the endogenous construct of
e-Satisfaction. This result offers meaningful insights as it reveals that Online Social
Presence positively influences e-Satisfaction.
The PLS-SEM testing of the four hypotheses required an evaluation of both the
inner structural model and the outer measurement model. The outer model validated the
proposed Online Social Presence (OSP) scale (see Table 12) and construct in an e-tailing
context and demonstrated that a parsimonious 21 item OSP scale is able to reliably and
validly measure online social presence in the e-tailing context. Reliability and validity
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for the OSP scale were assessed based on composite reliability, convergent validity, and
discriminant validity. Finally, the inner structural model demonstrated nomological
validity for the OSP scale relative to e-Satisfaction in an e-tailing context.
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CHAPTER 4: DISCUSSION

4.1

Contributions: Discussion of Theoretical Implications
This research addresses a topic of interest to researchers seeking to better

understand how consumers make decisions in an online environment in the context of etailing. Researchers have noted that online shopping typically lacks the human warmth
and sociability of the traditional retail experience (Hassanein & Head, 2007) and instead
presents a typical e-tailing experience that feels technical and distant (Van der Heijden,
Verhagen, & Creemers, 2003). In essence, e-tailers face a multi-billion dollar question;
How can they create a warm and sociable online experience that is persuasive and leads
to successful performance?
Prior research has applied Short, et al.'s (1976) original research into how warm
and sociable experiences are created (social presence theory) in new modes of
communication such as faxing and email (Gefen & Straub, 1997). The application of
social presence in e-tailing shopping has indicated that creating social presence online
offers the benefits of increasing purchase intent, satisfaction, and trust (Gefen,
Karahanna, & Straub, 2003; Gefen & Straub, 2004; Hassanein & Head, 2006; Szymanski
& Hise, 2000). In each application of Short, et al.'s (1976) original social presence scale,
researchers applied the original limited item, single-construct, social presence instrument.
Because of the magnitude of the question (billions in e-tailing sales), this research set out
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to reexamine the factors and relationships that create social presence in the complex
online environment of e-tailing.
To reexamine and extend social presence theory (Short, et al., 1976) into a
modern e-tailing context, this research applied a robust mixture of qualitative and
quantitative research methods to validate the Online Social Presence (OSP) scale and
construct. It was proposed and subsequently validated that OSP contains three
reflectively measured first-order constructs (intimacy, immediacy, and authenticity),
which, formatively create the second-order construct of OSP. The research process
included qualitative item generation procedures, resulting in the identification of over 300
consumer comments and 173 descriptive terms and phrases. Qualitative and quantitative
item purification procedures (DeVellis, 2012; Hair, Black, Babin, & Anderson, 2010;
Hair, Hult, Ringle, & Sarstedt, 2014; Hair, Money, Samouel, & Page, 2007; Netemeyer,
Bearden, & Sharma, 2003) initially evaluated 93 items, refining and reducing them to 34
items, and ultimately into a 21-item validated OSP scale. The nomological validity
(MacKenzie, Podsakoff, & Podsakoff, 2011) of the OSP scale and framework was
confirmed by examining OSP in the context of the established outcome variable of eSatisfaction (Szymanski & Hise, 2000).
The qualitative item generation procedures were completed in the form of
literature reviews and personal interviews according to best practices in scale
development (DeVellis, 2012; Netemeyer, et al., 2003). The literature review stage
identified 83 potential Online Social Presence (OSP) items. Consumer free association
exercises yielded a pool of 90 potential OSP adjectives, and a combination of consumer
and subject matter expert interviews yielded more than 300 consumer comments.

86

Qualitative item purification procedures involved 30 content experts in two stages to
evaluate 95 items for representativeness, specificity, clarity, content validity, and face
validity (DeVellis, 2012; Hair, et al., 2010; Hair, et al., 2007; Netemeyer, et al., 2003),
resulting in a pool of 82 OSP items for qualitative testing.
Quantitative testing of the Online Social Presence (OSP) scale and framework
was conducted in two phases. The first phase of quantitative testing (Study I)
administered the scale to a national panel of 250 consumers via an online survey.
Exploratory Factor Analysis (Hair, et al., 2010) confirmed the three-factor (intimacy,
immediacy, and authenticity) composition of OSP as a second-order construct. The EFA
procedures assessed the 82 items obtained from qualitative item purification, reducing
them to a 34-item OSP scale. The EFA demonstrated that the OSP scale exhibited
reliability, and the OSP construct performed well in explaining variance (66 percent – see
Table 5 for further detail).
The second phase of qualitative testing (Study II) included administering the
purified (34-item) Online Social Presence (OSP) scale to a national panel of 304
consumers through the use of an online survey. Study II included the established
outcome variable of e-Satisfaction (Szymanski & Hise, 2000) to evaluate nomological
validity (MacKenzie, et al., 2011). As the OSP framework hypothesized, a formative
second order construct (Jarvis, MacKenzie, & Podsakoff, 2003) emerged. Partial least
squares structural equation modeling (PLS-SEM) executed by using SmartPLS 2.0
(Ringle, Wende, & Will, 2005) was then utilized to analyze and evaluate Study II data.
The result was a validated 21-item OSP scale. Evaluation of the inner and outer PLSSEM OSP models confirmed the OSP factor structure (second-order formative construct
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comprised of intimacy, immediacy, and authenticity) and that the OSP scale provides a
reliable and valid instrument to measure online social presence in e-tailing. The analysis
further confirmed the nomological validity of the OSP framework through correlating the
OSP scale with the established outcome variable of e-Satisfaction (Szymanski & Hise,
2000).
Having employed a robust mixture of qualitative and quantitative methods, this
research presents the Online Social Presence (OSP) scale and framework for researchers
and practitioners to examine and positively influence the performance of e-tailing
websites. Social presence offers a mechanism by which to understand how persuasive
communication may be achieved through different communications media. The OSP
scale offers a validated mechanism by which to better understand the impressions
consumers form during an online shopping experience. As nomological validity is
demonstrated for the OSP scale, researchers and practitioners can use these
operationalized measures to evaluate e-tailing performance and outcomes. The
combination of methodological rigor and statistical techniques matches the complex
subject of study and provides both researchers and practitioners reliable insights with
which to pursue enhanced research in the e-tailing setting.
4.2

Contributions: Discussion of Managerial Implications
This research provides a mechanism by which e-tailers can address a topic of

burgeoning interest – e-tailing performance in a rapidly growing industry. e-tailing sales
have experienced more than a decade of double digit annual growth, leading to sales over
$175 billion in 2010 (Schonfeld, 2010). This growth is predicted to continue at ten
percent or more annually and exceed $275 billion in e-tailing sales in 2015 (Mulpuru,
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2011). While e-tailing has grown rapidly, the environment is intensely competitive, and
online retailers have struggled to translate decades of learning how to create a persuasive
and effective retailing experience into creating an effective online environment that
persuades customers to purchase their products and services (Wallace, Giese, & Johnson,
2004). The Online Social Presence (OSP) construct and scale offers e-tailers a specific
mechanism with which to gauge the effectiveness of their efforts in addressing the
challenges of delivering an effective e-tailing environment.

4.21

OSP Scale Short Version
The OSP scale developed in this research consists of a total of 21 items – seven

intimacy items, eight immediacy items, and six authenticity items. Practitioners in
particular have been noted to often need scales that measure concepts with fewer items
(Stanton, Sinar, Balzer, & Smith, 2002). While the OSP scale offers practitioners a
relatively parsimonious scale of 21 items, occasions occur when a shorter scale is
desirable in order to measure multiple constructs of interest. Shorter scales aid
practitioners (and researchers) by keeping questionnaires to a reasonable length. Shorter
surveys are desirable because longer questionnaires may compromise quality due to
response fatigue or may cause respondents to terminate the survey before completion.
Further, a complex investigation may involve the use of theoretical models that dictate
the need to measure many constructs through the use of a single questionnaire, creating
the need to constrain the length of the questionnaire (Netemeyer, et al., 2003). While this
phenomenon is not unique to practitioners, this research presents a shorter, yet still valid,
Online Social Presence (OSP) scale to overcome potential questionnaire length
challenges.
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The following steps were used to develop the short form of the OSP scale. First,
the length of the short scale was targeted at 12 items (four items for each OSP
dimension). Four items per dimension were chosen following guidelines by Netemeyer,
et al. (2003). Four items per dimension is a suitable number as it provides sufficient
identification of the factor when confirmatory factor analysis (CFA) procedures are
performed. Moreover, Netemeyer, et al. (2003, p. 146) note that three items perfectly
identify a dimension in CFA procedures. Four or more items per dimension is preferable,
however, due to the need to demonstrate construct reliability and validity.
The second step in developing the short form OSP scale was an examination of
the loadings for the 21-item OSP scale. Higher loading items were judged to be more
representative of each OSP dimension (intimacy, immediacy, and authenticity) and
therefore were evaluated more favorably for retention in the short form OSP scale.
However, the four items with the highest loadings were not necessarily the items
retained.
The third step used to identify the short form OSP scale items was a review of
each item for content validity. It is important to ensure that each dimension of a
construct is adequately represented (Netemeyer, et al., 2003). To ensure that each
dimension of the OSP scale was adequately represented, each item in the 21 item OSP
scale was evaluated for validity. Validity is improved by including items that represent
diverse aspects of the domain of a dimension, so coverage of each dimension was
qualitatively considered in selecting items to retain for the short form OSP scale. The
fourth step in developing the short form OSP scale involved evaluating the face validity
of each item. Items were reviewed, and those that most closely represented each OSP
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dimension (intimacy, immediacy, and authenticity) were retained based on theoretical
considerations.
Finally, acceptable reliability and convergent and discriminant validity guidelines
for each sub-dimension were examined. It is generally expected that some explanation
of variance will be lost in translation to a shorter scale (Netemeyer, et al., 2003). For this
reason, reliability and validity must be maintained for the resulting instrument to be of
value. The 12 items retained for the short version of the OSP scale are shown in Table
14.
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Table 14: Short Form Online Social Presence (OSP) Scale Indicators
Latent
Variable

Indicators
Intimacy_2

Intimacy

Intimacy_3
Intimacy_5
Intimacy_6
Immediacy_1

Immediacy

Immediacy_4
Immediacy_6
Immediacy_7
Authenticity_3

Authenticity

Authenticity_4
Authenticity_5
Authenticity_6

Item
There is a feeling of human warmth on this
site.
I feel like the people at this company care
about me as a person.
This website feels sociable.
This website feels like being part of an online
community.
The purchase process on this website is
designed to be easy to follow.
The people at this website tell me if the item I
am shopping for is in stock.
The operators of this website make it easy to
find similar products.
I can purchase an item quickly through the
people operating this website.
The ability to zoom in and out on pictures on
this site gives a sense of someone explaining
the details of the product/service.
The designers of this site provide information
in a manner that enables me to evaluate a
product similar to how I would in a store
The people behind this site present
products/services that allow me to consider
my purchase similar to how I would in a store.
The people operating this site allow me to
determine the accuracy of information similar
to the way I would in a store.

The table below (Table 15) presents the reliability results for each dimension as
well as for the total short form OSP 12 item scale. Intimacy, immediacy and authenticity
exhibit composite reliability of .927, .921, and .943, respectively. Total composite
reliability for the short form scale is .919. Each of these scores is greater than 0.70 and
demonstrates sufficient composite reliability (Hair, et al., 2014, p. 102).
Table 15 shows the Average Variance Extracted (AVE) for the sub-dimensions on
the diagonal and the squared interconstruct correlations of the OSP dimensions off the
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diagonal. These values provide an evaluation of discriminant validity based on the
Fornell-Larcker criterion (Hair, et al., 2014, p. 102), which is the most conservative
procedure to evaluate discriminant validity. This procedure compares each dimension's
AVE with the squared correlation of that dimension with the other dimensions in the
model. The values provided in Table 14 (below) demonstrate that each OSP subdimension contains more variance within than is shared with the other dimensions in the
scale. This analysis demonstrates that the short form OSP scale is valid and reliable.
Table 15: Construct Reliability and Validity Measures for Short Version OSP Scale

Sub-Dimension Composite Intimacy Immediacy Authenticity
Reliability
Intimacy

.927

.759

Immediacy

.921

.273

.743

Authenticity

.943

.272

.729

Total

.919

––

––

.804
––

To further demonstrate the effective measurement capability of the short form
OSP scale, Table 16 (below) presents a comparison of the means and standard deviations
of each dimension of OSP. This analysis demonstrates that the short form OSP performs
substantially equivalent to the full OSP scale.

93

Table 16: Long and Short Versions OSP Scale Comparison of Means and Standard
Deviations
Means
Long Version
Short Version
Standard Deviations
Long Version
Short Version

Intimacy

Immediacy

Authenticity

6.44
6.30

8.46
8.48

6.81
6.95

2.00
2.15

1.41
1.47

1.85
1.94

Consistent with the PLS-SEM analysis conducted for Study II, Table 17 presents
a comparison of the outer loadings for the long and short form OSP scales. As noted
earlier, higher outer loadings indicate higher reliability and values greater than 0.70
desirable (Hair, et al., 2014, p. 102). All items in the short form OSP scale meet this
threshold.
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Table 17: Comparison of Outer Loadings for the Long and Short Versions OSP Scale

Sub-Dimension

Intimacy

Immediacy

Authenticity

Indicators
Intimacy_1
Intimacy_2
Intimacy_3
Intimacy_4
Intimacy_5
Intimacy_6
Intimacy_7
Immediacy_1
Immediacy_2
Immediacy_3
Immediacy_4
Immediacy_5
Immediacy_6
Immediacy_7

Long Form
0.756
0.849
0.854
0.770
0.855
0.756
0.849
0.864
0.886
0.832
0.835
0.830
0.806
0.800

Authenticity_1
Authenticity_2
Authenticity_3
Authenticity_4
Authenticity_5
Authenticity_6

0.787
0.705
0.860
0.894
0.879
0.872

Short Form
0.861
0.862
0.891
0.871
0.865

0.861
0.848
0.875

0.855
0.911
0.917
0.903

Analysis demonstrates the 12-item short form OSP scale is reliable and valid.
This short form OSP scale is presented to provide practitioners and researchers an
alternative instrument for measuring online social presence in situations where
questionnaire length has become a constraint.
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4.3

Limitations and Future Research
In any research study, there are some limitations. Efforts have been directed

toward ensuring sufficient methodological rigor in the proposed development of the
Online Social Presence (OSP) scale in order to deliver a generalizable scale to encourage
empirical research and provide guidance to practitioners. Specific to the PLS-SEM CFA
procedures, the Immediacy construct demonstrated discriminant validity upon
examination of the component item loadings with the e-Satisfaction construct (Hair, et
al., 2014, p. 105), but the construct did not fully meet the more conservative FornellLarcker criterion (Hair, et al., 2011) for demonstrating discriminant validity. Further
application of the Online Social Presence (OSP) scale is recommended in order to further
examine the discriminant validity of the immediacy construct.
While researchers have noted the use of university students as appropriate for
general consumer research, the OSP scale development procedures were designed to
avoid the use of university students. While Study I and II respondents were comprised of
a national panel of consumers, any measurement instrument benefits from application
among a larger base of consumers. The application of the OSP scale in additional and
varied applications is desirable and likely to yield additional insights.
Context is an area recommended to be addressed in future studies. Examining
alternative e-tailing contexts is recommended in order to further evaluate the performance
and generalizability of the Online Social Presence (OSP) scale. Further studies
confirming the constituent relationships and measures will further validate the scale and
provide further insights into the process of transmitting online social presence.
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Scale norms were analyzed and presented. While there is no reason to expect that
shoppers outside the age range of 18 to 44 will exhibit different perceptions of the online
shopping experience in conjunction with online social presence, researchers should note
that alternate age ranges were not tested in the development of the OSP scale.
This proposal provides the Online Social Presence (OSP) scale as a means to
better understand the ability of e-tailing websites to transmit social presence and create an
enhanced shopping experience. In order to more fully understand the role of online
social presence, future researchers are encouraged to examine both the potential
antecedents and potential outcomes of online social presence.
Despite the interactive potential offered by websites, researchers have paid "little
attention" to the potential utilization of interactivity (Cyr, 2009, p. 850). Greater
numbers of options (interactivity) to deliver content offer the opportunity to increase the
quantity and quality of information; however, too many interactive options may reduce
the likelihood of a consumer choosing to utilize these interactive features. An
examination of interactivity (Rafaeli, 1988) as a potential antecedent to online social
presence may provide useful insights into online social presence.
Although frequently examined in combination with interactivity, vividness is a
separate and distinct concept (Fortin & Dholakia, 2005). Vividness is comprised of the
characteristics of a particular communications medium (e.g. a Website) to present
information to consumers (Steuer, 1992, p. 11). Steuer (1992) notes that vividness is
stimulus-driven meaning, that the breadth and depth of presentation represent a
communications medium's ability to present information to consumers. A better
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understanding of online social presence may be offered through the examination of
vividness (Fortin & Dholakia, 2005) as a potential antecedent to online social presence.
Seeking to better understand how individuals process information within
organizations, Daft and Lengel (1983) offer the concept of information richness as a
communications medium's ability to transmit information. As in communications
projected by individuals, cues transmitted in the online environment by an e-tailer are
evaluated by consumers for information richness. The number of cues transmitted by the
communications medium where the information processed increases (or decreases) is
based on the medium's ability to present information for processing.
Interactivity (Rafaeli, 1988), information richness (Daft & Lengel, 1983),
interactivity, and vividness (Steuer, 1992) have been demonstrated by scholars to
influence the formation of online social presence; these constructs are recommended for
further study in conjunction with the Online Social Presence (OSP) scale. Insights into
the antecedents of Online Social Presence (OSP) would assist practitioners in designing
more effective offerings in the e-tailing environment and allow researchers a framework
from which to further advance our understanding of how online social presence is
transmitted.
Researchers have confirmed the role of social presence in e-tailing as an
important antecedent to a wide variety of outcomes. These include positively influencing
trust and purchase intentions in e-tailing (Gefen & Straub, 2003, 2004), establishing
loyalty in e-service environments (Cyr, et al., 2007), approximating the "real-world
physical store purchase experience" to improve e-consumer perceptions including user
satisfaction and purchase intent (Cyr, et al., 2007 p. 44). It is recommended that future
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studies utilize the Online Social Presence (OSP) scale in conjunction potential outcomes,
in various e-tailing conditions, in order to develop deeper insights into the benefits of
improved transmission of online social presence.
Combining the suggested antecedents (interactivity, information richness,
interactivity, and vividness) of online social presence with potential consumer outcomes
(e.g., loyalty and trust) is anticipated to provide useful insights in the e-tailing field. The
Online Social Presence (OSP) scale and framework are provided to foster further
empirical research.
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Appendix A: Literature Review Summary of Potential Measures
Year
Immediacy:
1968

1973

Journal

Title

Author(s)

Language within language: Immediacy, a channel in Wiener, M.
verbal communication
Mehrabian, A.

Human Factors: The Journal of the Attitudes toward person-person communications
Human Factors and Ergonomics media
Society, Vol. 15:5, 437-447

1976

The social psychology of telecommunications

Champness, BG

Short, Williams
and Christie

Descriptions/Measures
Spontaneous communication
Nonverbal communication - e.g., laugh or giggle
Facial expressions (i.e., emotion)
Individuality
Uniqueness
Excitable - calm
Boring - interesting
Complex - simple
Constrained - spacious
Excitable - calm
Free - constrained
Passive - active
Periodic - erratic
Cold-warm
Passive-Active

1989

MIS Quarterly

Perceived usefulness, perceived ease of use, and user Davis, FD
acceptance of information technology

Communicates quickly
Communicates easily

1997

American journal of distance
education, Vol. 11:3, 8-26

Social Presence as a Predictor of Satisfaction within a Gunawardena,
Computer-Mediated Conferencing Environment
C.N.
Zittle, F.J.

CMC is an excellent medium for social interaction.
I felt comfortable conversing through this text-based
medium.
I felt that my point of view was acknowledged by other
participants on this site.

2004

Presence: Teleoperators& Virtual Why presence occurs: Evolutionary psychology,
Environments, Vol. 13:4, 494-505 media equation, and presence
Journal
Title

Year
Intimacy
1965
Sociometry, Vol. 28:2, 289-304

Eye-contact, distance and affiliation

Lee, KM
Author(s)
Argyle, M.
Dean, J.
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Descriptions/Measures
Eye-contact
Physical proximity
Intimacy of topic
Amount of smiling
Distance of glances
Length of glances

(continued)
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Year
Journal
Title
Intimacy (continued):
1973
Human Factors: The Journal of the Attitudes toward person-person communications
Human Factors and Ergonomics media
Society, Vol. 15:5, 437-447

1997

American Journal of Distance
Education, Vol. 11:3, 8-26

2004

Presence: Teleoperators& Virtual Why presence occurs: Evolutionary psychology,
Environments, Vol. 13:4, 494-505 media equation, and presence

1976

Author(s)
Champness, BG

Social Presence as a Predictor of Satisfaction within a Gunawardena,
Computer-Mediated Conferencing Environment
C.N.
Zittle, F.J.

The social psychology of telecommunications
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Lee, KM
Short, Williams
and Christie

Descriptions/Measures
Boring - interesting
Good - bad
Pleasurable - painful
Public - private
True - false
Free - constrained
Reputable - disreputable
Meaningful - meaningless
Important - unimportant
Sensitive - insensitive
Soft - hard
Tenacious - yielding
Stable - changeable
Colorless - colorful
Messages on this site were impersonal.
CMC is an excellent medium for social interaction.
I felt comfortable conversing through this text-based
medium.
I felt comfortable introducing myself on this site.
The introductions enabled me to form a sense of
online community.
I felt comfortable participating in the discussions.
The moderators created a feeling of an online
community.
CMC discussions are more impersonal than audio
teleconference discussions.
I felt comfortable interacting with other
participants in the conference.
Meaningless - meaningful
True - false
Unsociable - sociable
Insensitive-sensitive
Cold-warm
Impersonal-personal

(continued)
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Year
Journal
Intimacy (continued):
1982
Journal of Personality
Assessment, Vol. 46:5, 514518

2003

Title

Author(s)

The assessment of social intimacy

Miller, R.S.
Lefcourt, H.M.

E-service Journal, Vol. 2:2, 7- Managing user trust in B2C e-services
24

Gefen, D
Straub, DW
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Descriptions/Measures
When you have leisure time how often do you
choose to spend it with him/her alone?
How often do you keep very personal information to
yourself and do not share it with him/her?
How often do you show him/her affection?
How often do you confide very personal information
to him/her?
How often are you able to understand his/her
feelings?
How often do you feel close to him/her?
How much do you like to spend time alone with
him/her?
How much do you feel like being encouraging and
supportive to him/her when he/she is unhappy?
How close do you feel to him/her most of the time?
How important is it to you to listen to his/her very
personal disclosures?
How satisfying is your relationship with him/her?
How affectionate do you feel towards him/her?
How important is it to you the he/she understands
your feelings?
How much damage is caused by a typical
disagreement in your relationship with him/her?
How important is it to you that he/she be
encouraging and supportive to you when you are
unhappy?
How important is it to you the he/she show you
affection?
How important is your relationship with him/her in
your life?
There is a sense of personalness in the website
There is a sense of sociability in the website
There is a sense of human sensitivity in the website

(continued)
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Year
Journal
Intimacy (continued)
2008
Center for Responsible Business
UC Berkeley Working Paper

Title

Author(s)

When good brands do bad

Aaker, J.
Fournier, S.
Brasel, S.A.

Authenticity
1973
Human Factors: The Journal of the Attitudes toward person-person communications Champness, BG
Human Factors and Ergonomics media
Society, Vol. 15:5, 437-447
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Descriptions/Measures
I would feel comfortable sharing detailed personal
info about myself with this site.
This site really understands my needs in the
photographic services category.
I’d feel comfortable describing this site to someone
who was not familiar
with it.
I am familiar with the range of products and services
this site offers.
I have become very knowledgeable about this site.

Boring - interesting
True - false
Free - constrained
Reputable - disreputable
Meaningful - meaningless
Important - unimportant
Stable - changeable
Soft - hard
Important - unimportant
Colorless - colorful
Reputable - disreputable
Strong - week
Stable - changeable
Successful - unsuccessful
Ugly - beautiful

(continued)
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Year
Authenticity (continued)
1976

Journal

Title

Author(s)

The social psychology of telecommunications

1997

American journal of distance
education, Vol. 11:3, 8-26

Social Presence as a Predictor of Satisfaction
within a Computer-Mediated Conferencing
Environment

2003

E-service Journal, Vol. 2:2, 7-24

Managing user trust in B2C e-services

2004

Presence: Teleoperators& Virtual Why presence occurs: Evolutionary psychology,
Environments, Vol. 13:4, 494-505 media equation, and presence
Journal of Counseling Psychology, The Authentic Personality: A Theoretical and
Vol. 55: 3, 285
Empirical Conceptualization
and the Development of the Authenticity Scale

2008

2006

Information Systems Journal, Vol. Is that authentic or artificial? Understanding
16:2, 107-134
consumer perceptions of risk in e-service
encounters.
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Short, Williams
and Christie
Gunawardena,
C.N.
Zittle, F.J.

Descriptions/Measures
Cold-warm

Gefen, D
Straub, DW

Messages on this were impersonal.
CMC discussions are more impersonal than audio
teleconference discussions.
I was able to form distinct individual impressions of
some participants even though we communicated
only via a text-based medium.
There is a sense of human contact in the web-site
There is a sense of human warmth in the website

Lee, KM

"real" environment

Wood, A.M.
Linley, P.A.
Maltby, J.
Baliousis, M.
Joseph, S.

Scale: 1 (does not describe me at all) to
7 (describes me very well).
I think it is better to be yourself, than to be popular.”
“I don’t know how I really feel inside.”
“I am strongly influenced by the opinions of others.”
“I usually do what other people tell me to do.”
“I always feel I need to do what others expect me
to do.”
“Other people influence me greatly.”
“I feel as if I don’t know myself very well.”
“I always stand by what I believe in.”
“I am true to myself in most situations.”
“I feel out of touch with the ‘real me.’”
“I live in accordance with my values and beliefs.”
“I feel alienated from myself.”
Featherman,
1. Perceived artificiality
Mauricio S.
2. Ease of use
Valacich, Joseph S. 3. Personal innovativeness in IT
Wells, John D.
4. Perceived risk of e-service class
5. Brand-specific perceived risk
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Year
Journal
Authenticity (continued)
2011
Arizona State University Thesis

Title

Author(s)

An Examination of Dispositional Authenticity

White, N.

2011

Arizona State University Thesis

An Examination of Dispositional Authenticity

White, N.

2009

Brunel Business School Research The effects of progressive levels of 3d
Papers
authenticity antecedents and consequences on
Marketing
consumers'™ virtual experience

113

Algharabat, R.
Dennis, C.

Descriptions/Measures
Scale: 1 (does not describe me at all) to
7 (describes me very well).
1. I think it is better to be yourself than to be popular.
3. I am strongly influenced by the opinions of others.
3. I am strongly influenced by the opinions of others.
4. I usually do what other people tell me to do.
5. I always feel I need to do what others expect me to
do.
Other people influence me greatly.
7. I feel as if I don’t know myself very well.
8. I always stand by what I believe in.
9. I am true to myself in most situations.
10. I feel out of touch with the 'real me'.
11. I live in accordance with my values and beliefs.
12. I feel alienated from myself.
Each item begins with “After surfing the 3D sites”,
“3D creates a product experience similar to the one I
would have when shopping in a store”,
“3D let me feel like if I am holding a real laptop and
rotating it (i.e. virtual affordance)”,
“3D let me feel like I am dealing
with a salesman who is responding to my orders”,
“3D let me see the laptop as if it was a real one”, and
“Being able to zoom in/out and rotate the laptop
let me visualize how the laptop might look in an
offline retailer”.
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Appendix C: Generation of Online Social Presence Adjective Item Generation
Authenticity:
real (x3)*
trustworthy (x3)*
(not fake x2)*
no lies*
honest*
factual**
reliable*
unique*
clear*
an item is what it says it is*
has integrity*
confirmed (offers an authentication process)*
accurate
authoritative
credible
dependable
genuine
pure
official
official
original
reliable
true
valid

genuine (2)*
transparent*
true*
certain
legitimate
realistic

Intimacy:
closeness (x2)*
connectivity*
secure*
personal*
provides feedback on products*
provides detailed product information*
I can trust what they say*
I feel a connection*

familiar (x2)*
knowledgeable*
safe*
not invasive*
provides product reviews*
connection with*
shared history*
more than a
feeling*
How close my relationship is with company*
affectionate
affinity
close
camaraderie
relationship
companionship
confidential
familiar
fellowship
friendly
partnership
playful
understanding
Immediacy:
quick( x3)*
fast (x2)*
responsive*
instant*
how fast I can get the product*
how fast I'll get an order*
how fast I can get something*
actual
adjacent
contiguous
convenient
imminent
near
Pressing
proximate

responsive*
timely*
quick response*
instant gratification (x2)*
how fast I can see an item*
provides answer in a timely manner*
at hand
close
handy
instant
near by
pressing
urgent
warm

*Interview Item Generation (six interviews)
Literature Review Item Generation
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Appendix D: Qualitative Interview Cover Letter (Free Association Exercise)
Survey Title:
Investigator:
Faculty Monitors:

Online Social Presence in e-tailing
Russell Reams, DBA Program, Kennesaw State University
Dr. Joe Hair, Kennesaw State University, jhair3@kennesaw.edu

Introductory Statement:
My name is Russell Reams and I am a graduate student at Kennesaw State University.
Thank you for assisting with my research examining the perceptions of retail consumers,
(you must be age 18 or older to participate) who utilize e-tailing websites to purchase
goods and services. I invite you to participate in this research by completing a short
interview regarding items you feel describe the attributes e-tailing websites.
What is the purpose of this study?
e-tailing sites have grown tremendously over the past decade; however, retailers have
experienced dramatically different performance from different site designs and elements.
The purpose of this study is to identify the attributes which describe the online social
presence an e-tailing site generates, much like the experience you encounter in an in
person visit to a retail store. My objective is to identify descriptive words and/or
statements which describe the attributes of e-tailing sites.
How long will it take me to do this?
Completion will take less than 20 minutes and your input is greatly appreciated.
Are there any risks of participating in this study?
The confidentiality of your responses will be maintained and no one will contact you in
the future regarding any of your responses or for any other reason. To ensure this all
responses will be summarized and evaluated as a whole.
Thank you for assisting us by participating in this short interview on e-tailing websites.
Who can I contact for information about this study?
Your participation is completely voluntary and you may quit the interview at any time.
Should you have questions or comments you may contact Dr. Joe Hair at
jhair3@kennesaw.edu or by phone at (770) 499-3280.
If you are not satisfied with the manner in which this study is being conducted, you may
report (anonymously if you chose) any complaints to the Kennesaw State University
Institutional Review Board by calling (770) 423-6738 or addressing a letter to the
Kennesaw State University Institutional Review Board, 1000 Chastain Road, #0112
Kennesaw, GA 30144-5591
Again, thank you for your participation!
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Appendix E: Qualitative Interview Guide (Free Association Exercise)
Survey Title:
Investigator:
Faculty Monitor:
Interview Guide:

Online Social Presence in e-tailing
Russell Reams, DBA Program, Kennesaw State University
Dr. Joe Hair, Kennesaw State University, jhair3@kennesaw.edu

Thank you for agreeing to participate in this study, please confirm that you are age 18 or
older.
Please take a few moments to think about the places you shop (for any product) and the
frequency you visit these places to make purchases.
Let me know when you’re ready to answer some questions about these places.
1. How often do you purchase any product (e.g., books, clothing, toiletries,
appliances, etc.) in a retail store?
____________________________________________________________
__
2. What are a few examples (2 to 4) of retail stores you visit frequently for
purchases?
______________________
______________________
______________________
______________________
3. How often do you shop on the internet to purchase any product (e.g., books,
clothing, toiletries, appliances, etc.)?
____________________________________________________________
__
4. What are a few examples of online sites you visit frequently for purchases (limit
to 2 to 4 - probing questions to be asked for sites visited monthly or more
frequently)?
______________________
______________________
______________________
______________________
5. Please tell me your thoughts on visiting __________________ (insert site name
from 4x) website?
a. How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
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b. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
Interview Guide (continued):
c. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
d. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
6. I am interested in understanding the attributes of the online sites you visit for
purchases:
a. Think for a moment about the term authenticity. Using the definition of
authenticity as how well an online site represents the characteristics of
actual products or services.
i. How would describe the authenticity of the experience when shopping
at ____________'s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
ii. Repeat question with name from each site in 4x
How would describe the authenticity of the experience when shopping
at ____________’s (insert name from 4x) website:
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_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
iii. How would describe the authenticity of the experience when shopping
at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
Interview Guide (continued):
iv. How would describe the authenticity of the experience when shopping
at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
b.

Think for a moment about the term intimacy. In this context, think of
the cues of intimacy an e-tailing site generates which are similar to those
you would experience when shopping in a retail store and
communicating face-to-face with a person in a retail setting.
i.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

ii. Repeat question with name from each site in 4x
What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
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iii.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

Interview Guide (continued):
iv.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

c. Think for a moment about the term immediacy. For this discussion,
consider the definition of immediacy as how close or distant the
experience feels when shopping at an online site in comparison to how
you feel when shopping in a retail store.
i.

Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

ii. Repeat question with name from each site in 4x
Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
iii.

Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
_______________________
______________________
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_______________________
_______________________
_______________________
_______________________

______________________
______________________
______________________
______________________

iv. Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
Interview Guide (continued):
_______________________
_______________________
_______________________
_______________________
_______________________

______________________
______________________
______________________
______________________
______________________

7. Please think again about your experience or feelings when you visit
____________’s (insert name from 4x) site.
a. Are there any other ways you would describe the experience when
shopping at this site?
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
b. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
_____________________
_____________________
_____________________
_____________________
_____________________

_______________________
_______________________
_______________________
_______________________
_______________________

c. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
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d. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
Interview Guide (continued):
8. Demographic Info:
a. Age ______
b. Gender:

Female

Male

c. Education Level (highest level attained)
i.
High School Degree
ii.
Some College
iii.
College Degree
iv.
Some graduate degree work
v.
Graduate degree
d. Income Level (optional):
i.
Up to $25K
ii.
$25 to $50K
iii.
$50 to $100K
iv.
Over $100K
Thank you for your participation! Again, your responses are confidential no one will
contact you in the future regarding any of your responses or for any other reason.
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Appendix F: Qualitative Interview Cover Letter
Survey Title:
Investigator:
Faculty Monitors:

Online Social Presence in e-tailing
Russell Reams, DBA Program, Kennesaw State University
Dr. Joe Hair, Kennesaw State University, jhair3@kennesaw.edu

Introductory Statement:
My name is Russell Reams and I am a graduate student at Kennesaw State University.
Thank you for assisting with my research examining the perceptions of retail consumers,
(you must be age 18 or older to participate) who utilize e-tailing websites to purchase
goods and services. I invite you to participate in this research by completing a short
interview regarding items you feel describe the attributes e-tailing websites.
What is the purpose of this study?
e-tailing sites have grown tremendously over the past decade; however, retailers have
experienced dramatically different performance from different site designs and elements.
The purpose of this study is to identify the attributes which describe the online social
presence an e-tailing site generates, much like the experience you encounter in an in
person visit to a retail store. My objective is to identify descriptive words and/or
statements which describe the attributes of e-tailing sites.
How long will it take me to do this?
Completion will take less than 20 minutes and your input is greatly appreciated.
Are there any risks of participating in this study?
The confidentiality of your responses will be maintained and no one will contact you in
the future regarding any of your responses or for any other reason. To ensure this all
responses will be summarized and evaluated as a whole.
Thank you for assisting us by participating in this short interview on e-tailing websites.
Who can I contact for information about this study?
Your participation is completely voluntary and you may quit the interview at any time.
Should you have questions or comments you may contact Dr. Joe Hair at
jhair3@kennesaw.edu or by phone at (770) 499-3280.
If you are not satisfied with the manner in which this study is being conducted, you may
report (anonymously if you chose) any complaints to the Kennesaw State University
Institutional Review Board by calling (770) 423-6738 or addressing a letter to the
Kennesaw State University Institutional Review Board, 1000 Chastain Road, #0112
Kennesaw, GA 30144-5591
Again, thank you for your participation!
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Appendix G: Qualitative Interview Guide
Survey Title:
Investigator:
Faculty Monitor:
Interview Guide:

Online Social Presence in e-tailing
Russell Reams, DBA Program, Kennesaw State University
Dr. Joe Hair, Kennesaw State University, jhair3@kennesaw.edu

Thank you for agreeing to participate in this study, please confirm that you are age 18 or
older.
Please take a few moments to think about the places you shop (for any product) and the
frequency you visit these places to make purchases.
Let me know when you’re ready to answer some questions about these places.
9. How often do you purchase any product (e.g., books, clothing, toiletries,
appliances, etc.) in a retail store?
____________________________________________________________
__
10. What are a few examples (2 to 4) of retail stores you visit frequently for
purchases?
______________________
______________________
______________________
______________________
11. How often do you shop on the internet to purchase any product (e.g., books,
clothing, toiletries, appliances, etc.)?
____________________________________________________________
__
12. What are a few examples of online sites you visit frequently for purchases (limit
to 2 to 4 - probing questions to be asked for sites visited monthly or more
frequently)?
______________________
______________________
______________________
______________________
13. Please tell me your thoughts on visiting __________________ (insert site name
from 4x) website?
a. How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
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b. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
c. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
d. Repeat question with name from each site in 4x _________________
How would you describe the experience of shopping at this site?
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
______________________
14. I am interested in understanding the attributes of the online sites you visit for
purchases:
a. Think for a moment about the term authenticity. Using the definition of
authenticity as how well an online site represents the characteristics of
actual products or services.
i. How would describe the authenticity of the experience when shopping
at ____________'s (insert name from 4x) website:
How authentic is this site on a scale of 1 (not authentic) to 10 (very
authentic)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
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b.

i.

Repeat question with name from each site in 4x
How would describe the authenticity of the experience when
shopping at ____________’s (insert name from 4x) website:
How authentic is this site on a scale of 0 (not authentic) to 10 (very
authentic)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________

ii.

How would describe the authenticity of the experience when
shopping at ____________’s (insert name from 4x) website:
How authentic is this site on a scale of 0 (not authentic) to 10 (very
authentic)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

iii.

How would describe the authenticity of the experience when
shopping at ____________’s (insert name from 4x) website:
How authentic is this site on a scale of 0 (not authentic) to 10 (very
authentic)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

Think for a moment about the term intimacy. In this context, think of
the cues of intimacy an e-tailing site generates which are similar to those
you would experience when shopping in a retail store and
communicating face-to-face with a person in a retail setting.
i.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
How intimate is this site on a scale of 0 (not intimate) to 10 (very
intimate)
0----1------2------3------4------5------6------7------8------9------10
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Interview Guide (continued):
_______________________
_______________________
_______________________
_______________________
_______________________

______________________
______________________
______________________
______________________
______________________

ii. Repeat question with name from each site in 4x
What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
How intimate is this site on a scale of 0 (not intimate) to 10 (very
intimate)
0----1------2------3------4------5------6------7------8------9------10
_______________________
_______________________
_______________________
_______________________
_______________________

______________________
______________________
______________________
______________________
______________________

iii.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
How intimate is this site on a scale of 0 (not intimate) to 10 (very
intimate)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

v.

What are ways you would describe the intimacy of the experience
when shopping at ____________’s (insert name from 4x) website:
How intimate is this site on a scale of 0 (not intimate) to 10 (very
intimate)
0----1------2------3------4------5------6------7------8------9------10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
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Interview Guide (continued):
c. Think for a moment about the term immediacy. For this discussion,
consider the definition of immediacy as how close or distant the
experience feels when shopping at an online site in comparison to how
you feel when shopping in a retail store.
i.

Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
How would you describe the immediacy of this site on a scale of 0
(not at all) to 10 (very) 0----1-----2-----3-----4-----5-----6-----7----8-----9-----10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________

ii. Repeat question with name from each site in 4x
Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
How would you describe the immediacy of this site on a scale of 0
(not at all) to 10 (very) 0----1-----2-----3-----4-----5-----6-----7----8-----9-----10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
iii.

Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
How would you describe the immediacy of this site on a scale of 0
(not at all) to 10 (very) 0----1-----2-----3-----4-----5-----6-----7----8-----9-----10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
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Interview Guide (continued):
iv. Please describe the immediacy of the experience when shopping at
____________’s (insert name from 4x) website:
How would you describe the immediacy of this site on a scale of 0
(not at all) to 10 (very) 0----1-----2-----3-----4-----5-----6-----7----8-----9-----10
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
15. Please think again about your experience or feelings when you visit
____________’s (insert name from 4x) site.
a. Are there any other ways you would describe the experience when
shopping at this site?
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
b. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
_____________________
_____________________
_____________________
_____________________
_____________________

_______________________
_______________________
_______________________
_______________________
_______________________

c. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
_____________________
_______________________
d. Repeat question with name from each site in 4x
____________’s (insert name from 4x) site.
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Interview Guide (continued):
_____________________
_____________________
_____________________
_____________________
_____________________

_______________________
_______________________
_______________________
_______________________
_______________________

16. Thinking about _________________’s (insert name from 4x) site – do you feel
loyal to this site?
Site
a) ______________________
Yes
No
What are some of the reasons you feel loyal to this site?
_______________________
______________________
_______________________
______________________
_______________________
______________________
b) ______________________
Yes
No
What are some of the reasons you feel loyal to this site?
_______________________
______________________
_______________________
______________________
_______________________
______________________
c) ______________________
Yes
No
What are some of the reasons you feel loyal to this site?
_______________________
______________________
_______________________
______________________
_______________________
______________________
d) ______________________
Yes
No
What are some of the reasons you feel loyal to this site?
_______________________
______________________
_______________________
______________________
_______________________
______________________
_______________________
______________________
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Interview Guide (continued):
17. Demographic Info:
a. Age ______
b. Gender: Female
Male
c. Education Level (highest level attained)
i.
High School Degree
ii.
Some College
iii.
College Degree
iv.
Some graduate degree work
v.
Graduate degree
d. Income Level (optional):
i.
Up to $25K
ii.
$25 to $50K
iii.
$50 to $100K
iv.
Over $100K
Thank you for your participation! Again, your responses are confidential no one will
contact you in the future regarding any of your responses or for any other reason.
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Exercises
1. This website recognizes me as a customer.
2. This site has the right amount of different pictures to allow me to visualize details
about the product/service.
3. The people behind this website provide enough pictures to allow me to visualize the
product/service.
4. This website makes me feel like a salesperson is providing enough variety of different
pictures to allow me to visualize details about the product/service.
5. The ability to zoom in and out on pictures on this site gives a sense of someone
explaining the details of the product/service.
6. I feel confident that the items pictured are what I will receive from the people at this
website.
7. This website offers a feeling of human warmth.
8. I feel like the people at this website offer authoritative views on products/services.
9. The people behind this website offer an interesting experience.
10. This website is designed to offer a genuine experience.
11. The people operating this website provide credible information.
12. I feel like the operators of this website offer realistic product options.
13. I feel a sense of human contact with this site.
14. I trust that the opinions offered about products on this site are from actual consumers.
15. I can easily tell if a product or service on this site is offered for sale by the
salespersons on this website.
16. I can easily tell if a product or service on this site is offered by someone contracted to
sell items on this website.
17. The people behind this site provide good descriptions of products/services.
18. This creators of this site provide enough reviews to enable me to understand the
product/service.
19. I am strongly influenced by the opinions presented by the people on this website.
20. This website is designed site to function properly.
21. I feel like the people behind this website are trustworthy.
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22. The designers of this website provide enough information for me to evaluate a
product.
23. I feel like this website is operated by experts on the products they offer for sale.
24. This website is designed to offer a stable experience.
25. The ability provided on this site to zoom in/out and rotate the product on this website
lets me visualize the product as if it were being demonstrated in a store.
26. The people this website shows in pictures look like they use the product.
27. When I need to see sizes, the guides offered by the people operating this site allow
me to understand product options (e.g., size charts).
28. The designers of this site provide an organized shopping experience.
29. I believe this website is operated by trustworthy people.
30. This website is designed to allow me to see the product/service as if it was in a store.
31. The operators of this website provide accurate prices.
32. The people running this website charge fair prices.
33. The people operating this website offer good values for the money.
34. Previous experiences with this website are consistent with the service they promise.
35. Previous experiences with this website make me feel like the website is designed to
feel like I'm in a store.
38. The operators of this website are responsive.
39. The way this website is designed feels artificial.
40. The people operating this website recognize me as a customer.
41. Questions the people operating this website ask provide useful information.
42. There is a feeling of human warmth on this site.
43. The people operating this website allow me to browse at my own pace.
44. I feel like I can reach someone for help with the information available on this
website.
45. This website is designed so that I can leave feedback on this site to share my
opinions about items on this website.
46. I can leave feedback on this site to share my opinions about items on this website.
47. Communication on this site is impersonal.
48. This website is designed to remember me when I visit.
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49. The people operating this website make useful product suggestions..
50. This website is designed to make me comfortable participating in discussions with
people on this website.
51. I believe that if I have a problem with a purchase the people operating this website
will help correct the problem.
52. When I visit this website it feels like being with familiar people.
53. I am comfortable meeting other people through this website..
54. I feel like this is a friendly website.
55. This website was designed by people to offer me a comfortable shopping experience.
56. This website feels like being part of an online community.
57. The people at this site allow me to easily create lists of items I like on this website
and review them in the future.
58. This website feels sociable.
59. I feel a close relationship to the people operating this website.
60. The people operating this site make it easy to share information about the items I like
on this website with my friends.
61. It feels like the people behind this website create a personal experience.
62. I trust that people at this website respect my privacy.
63. I feel like I can easily ask someone questions about a product on this website.
64. This people operating this website fully answer my questions.
65. This website is designed to make me feel comfortable describing this website to
others.
66. The people behind this website anticipate my needs.
67. I feel like the people at the company that developed this website understand my
needs.
68. I feel like the people at this company care about me as a person.
69. This website feels impersonal.
70. The people operating this website understand the types of products I like.
71. The designers of this website understand what I want when I'm shopping.
72. I feel like I'm with friends on this website.
73. This website is organized so I can easily find the product or service I am considering
purchasing.
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74. This website was designed so that the number of steps required to supply the
necessary personal information to complete a transaction is reasonable.
75. This operators of this website provide regular updates on when my purchase will
ship.
76. The people operating this website offer convenient shopping.
77. This website is designed so that I can easily log into my account on this website.
78. The people operating this website do not require a lot of unnecessary clicks to order
an item.
79. The purchase process is designed to be easy to follow on this website.
80. This website creates a shopping experience similar to the one I would have when
shopping in a store.
81. I can purchase an item quickly through the people operating this website.
82. The people operating this website promptly update my account when I purchase.
83. The designers of this site make it easy to find items in the size I want on this website.
84. The operators of this website make it easy return an item.
85. The operators of this website make it convenient to find different options for a
product (e.g., color).
86. The operators of this website make it easy to find similar products.
87. The people operating this website keep me informed on the status of my purchase.
88. The people working at this website provide quick updates on when my purchase will
ship.
89. Communication is easy on this website.
90. The designers of this website make it easy to select the shipping service I want for an
item.
91. The people operating website are responsive
92. I feel like the people working at this website will quickly ship an item I purchase on
this website.
93. The people at this website make it easy to track my purchase to tell when it will
arrive.
94. The process required by the people operating this website to return an item is
reasonable.
95. I can easily get answers to my questions from the people operating this website.
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96. The people at website tell me if the item I am shopping for is in stock.
97. I think this site transmits person-to-person-like cues reflecting the intent of the
website designers.
98. I can sense communication cues from the designers of this website.
99. While shopping on this website, I sense the communication the designers intend for
me to receive.
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Appendix J: Qualitative Expert Item Review Instructions
Proposed Online Social Presence (OSP) Scale Measures
Instructions for Expert Review:
•

Following is the pool of potential items for a new scale measuring the Online Social Presence
(OSP of e-tailing websites across three constructs (Authenticity, Intimacy & Immediacy).

•

These items have identified through a combination of free association task exercises, qualitative
interviews and literature review.

•

Please evaluate each potential item measure for face validity, content validity, redundancy, and
descriptiveness using a seven-point likert scale (1 = "not representative", "7 = clearly
representative")

1. For Descriptiveness, please enter a score of 1 to 7
(1 = "not representative", "7 = clearly representative")
2. For face validity and content validity, please note any comments regarding concern and/or any
recommendations on revision.
3. Please indicate any items which appear to be redundant.
Table 1 Elements of Proposed Online Social Presence (OSP) Scale

Definition

Concept:
Online Social Presence (OSP)

"the subjective quality of a communications medium to
transmit person-to-person-like attributes."

Subcomponents:
Authenticity

Intimacy

Immediacy

Construct
/ Item Measure

Description
How well an online shopping website represents the
characteristics of actual products or services
Cues on an online shopping website that are similar to those
experienced when shopping in a retail store and
communicating face-to-face with a person in a retail setting.
How close, or distant, a consumer feels toward the shopping
experience/process when utilizing an online shopping website
for (product or service) purchases.
Descriptiveness
How descriptive is this item of the
construct of interest?
1........2........3........4........5........6........7
Not
Clearly
Representative
Representative
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Comments Regarding
Face and Content
Validity
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Regarding
Redundancy
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Appendix L: Purified Online Social Presence (OSP) Scale Item Pool
1. This website is designed to offer a genuine experience.
2. The people operating this website provide credible information.
3. I feel like the operators of this website offer realistic product options.
4. I trust that the opinions offered about products on this site are from actual consumers.
5. I can easily tell if a product or service on this site is offered for sale by the
salespersons on this website.
6. I can easily tell if a product or service on this site is offered by someone contracted to
sell items on this website.
7. The people behind this site provide good descriptions of products/services.
8. This creators of this site provide enough reviews to enable me to understand the
product/service.
9. This website is designed to function properly.
10. The designers of this website provide enough information for me to evaluate a
product.
11. This website is designed to offer a stable experience.
12. The ability provided on this site to zoom in/out and rotate the product on this website
lets me visualize the product as if it were being demonstrated in a store.
13. When I need to see sizes, the guides offered by the people operating this site allow
me to understand product options (e.g., size charts).
14. I believe this website is operated by trustworthy people.
15 The people behind this website provide enough pictures to allow me to visualize the
product/service.
16. This website is designed to allow me to see the product/service as if it was in a store.
17. The operators of this website provide accurate prices.
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18. The people running this website charge fair prices.
19. Previous experiences with this website are consistent with the service they promise.
20. Previous experiences with this website make me feel like the website is designed to
feel like I'm in a store.
21. The operators of this website are responsive.
22. This website makes me feel like a salesperson is providing enough variety of
different pictures to allow me to visualize details about the product/service.
23. The people operating this website recognize me as a customer.
24. There is a feeling of human warmth on this site.
25. The people operating this website allow me to browse at my own pace.
26. I feel like I can reach someone for help with the information available on this
website.
27. This website is designed so that I can leave feedback on this site to share my
opinions about items on this website.
28. I can leave feedback on this site to share my opinions about items on this website.
29. Communication on this website is impersonal.
30. This website is designed to remember me when I visit.
31. The people operating this website make useful product suggestions.
32. The ability to zoom in and out on pictures on this site gives a sense of someone
explaining the details of the product/service.
33. This website is designed to make me comfortable participating in discussions with
people on this website.
34. I believe that if I have a problem with a purchase the people operating this website
will correct the problem.
35. When I visit this website it feels like being with familiar people.
36. I feel like this is a friendly website.
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37. This website was designed by people to offer me a comfortable shopping experience.
38. This website feels like being part of an online community.
39. The people at this website allow me to easily create lists of items I like and review
them in the future.
40. This website feels sociable.
41. I feel confident that the items pictured are what I will receive from the people at this
website.
42. The people operating this site make it easy to share information about the items I like
on this website with my friends.
43. It feels like the people behind this website create a personal experience.
44. I trust that people at this website respect my privacy.
45. I feel like I can easily ask someone questions about a product on this website.
46. The people operating this website fully answer my questions.
47. This website is designed to make me feel comfortable describing this website to
others.
48. The people behind this website anticipate my needs.
49. I feel like the people at the company that developed this website understand my
needs.
50. I feel like the people at this company care about me as a person.
51. This website feels impersonal.
52. The people operating this website understand the types of products I like.
53. The designers of this website understand what I want when I'm shopping.
54. I feel like I'm with friends on this website.
55. This website is organized so I can easily find the product or service I am considering
purchasing.

144

(continued)
Appendix L: Purified Online Social Presence (OSP) Scale Item Pool
56. This website was designed so that the number of steps required to supply the
necessary personal information to complete a transaction is reasonable.
57. This operators of this website provide regular updates on when my purchase will
ship.
58. The people operating this website offer convenient shopping.
59. This website is designed so that I can easily log into my account on this website.
60. The people operating this website do not require a lot of unnecessary clicks to order
an item.
61. The purchase process on this website is designed to be easy to follow.
62. I feel like the people at this website offer authoritative views on products/services.
63. This website creates a shopping experience similar to the one I would have when
shopping in a store.
64. I can purchase an item quickly through the people operating this website.
65. The people operating this website promptly update my account when I purchase.
66. The designers make it easy to find items on this website that meet my needs.
67. The operators of this website make it easy to return an item.
68. The operators of this website make it convenient to find different options for a
product(e.g., color).
69. The operators of this website make it easy to find similar products.
70. The people working at this website provide quick updates on when my purchase will
ship.
71. Communication is easy on this website.
72. The designers of this website make it easy to select the shipping service I want for an
item.
73. The people operating this website are responsive.
74. I feel like the people working at this website will quickly ship an item I purchase.
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75. The people at this website make it easy to track my purchase to tell when it will
arrive.
76. The process required by the people operating this website to return an item is
reasonable.
77. I can easily get answers to my questions from the people operating this website.
78. The people at this website tell me if the item I am shopping for is in stock.
79. I think this site transmits person-to-person-like cues reflecting the intent of the
website designers.
80. I can sense communication cues from the designers of this website.
81. While shopping on this website, I sense the communication the designers intend for
me to receive.
82. I worry that I will not receive the item ordered from this website.
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Appendix N: OSP Unconstrained Initial Factor Exploratory Factor Analysis EFA
Rotated Component Matrixa
Component
1

2

Imm_3_1

.865

Int_8_1

.848

Int_9_1

.808

Auth_8_1

.808

Imm_13_1

.806

Imm_5_1

.805

Imm_6_1

.803

Auth_13_1

.796

Auth_1_1

.795

Imm_9_1

.788

Int_4_1

.787

Auth_16_1

.765

Imm_15_1

.759

Imm_10_1

.752

Int_5_1

.750

Auth_6_1

.737

Auth_5_1

.729

Imm_8_1

.724

3

4

5

6

7

8

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 32 iterations.
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Rotated Component Matrixa
Component
1

2

3

4

5

Auth_7_1

.708

Imm_18_1

.697

Auth_2_1

.692

Auth_4_1

.687

Imm_2_1

.679

Int_15_1

.675

Auth_10_1

.659

Imm_7_1

.657

Auth_15_1

.653

Auth_9_1

.613

Imm_4_1

.608

Imm_19_1

.607

Auth_3_1

.604

Auth_22_1

.599

Imm_17_1

.595

Int_6_1

.588

Imm_16_1

.580

.359

Imm_12_1

.578

.375

Imm_14_1

.572

Imm_1_1

.547

Int_1_1

6

7

8

9

10

.382

.389

.410

.470
.478

.433

.443
.449

.358

.524

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 32 iterations.
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Rotated Component Matrixa
Component
1

2

Int_3_1

.511

Auth_21_1

.502

3

.797

Auth_17_1

.711

Auth_25_1

.710

Auth_12_1

.664

Auth_24_1

.660

Imm_23_1

.647
.423

6

7

8

9

.362
.381

.570

Int_27_1

.817

Int_28_1

.815

Int_30_1

.765

Int_25_1

.704

Int_21_1

.642

Int_23_1

.382

.627

Int_24_1

.411

.625

Int_26_1

.434

.614

Int_20_1

.469

.685

Int_14_1

.378

Int_13_1

.387

Int_12_1

5

.404

Auth_18_1

Auth_11_1

4

.616
.376
.397

.581
.556

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 32 iterations.
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Rotated Component Matrixa
Component
1

2

3

4

Int_16_1

.389

.555

Int_19_1

.376

.536

Int_7_1
.462

.535

Int_10_1

.436

.531

Int_17_1

.378

.492

7

8

9

.508

.383

.707

Imm_11_1
Int_2_1

6

.535

Int_18_1

Imm_20_1

5

.695
.528

.541

Int_11_1
Imm_21_1

.387

Imm_22_1

.440

.359

.442

.488

.360

.475

.367

.468

Int_22_Rvd

.846

Int_29_1

-.838

Auth 26 Rvd

.587

Auth 19 1

.495

.619

Auth_20_1

.410

.616

Auth_14_1

.399

.403

.432

Auth_23_1

.366

.414

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 32 iterations.
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Appendix O: Online Social Presence (OSP)Three Factor Exploratory Factor
Analysis Total Variance Explained

Component
1
Imm_3_1

.844

Imm_13_1

.844

Imm_9_1

.839

Imm_6_1

.828

Imm_5_1

.826

Imm_15_1

.825

Imm_8_1

.789

Imm_10_1

.773

Imm_18_1

.739

Imm_2_1

.721

Imm_7_1

.694

Imm_16_1

.671

2

Int_28_1

.837

Int_27_1

.829

Int_25_1

.767

Int_30_1

.766

Int_21_1

.760

Int_26_1

.669

Int_17_1

.636

Int_24_1

.597

Int_23_1

.595

Int_16_1

.573

Int_19_1

.560

Int_13_1

.537

3
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Analysis Total Variance Explained
Component
1

2

3

Auth_18_1

.815

Auth_24_1

.781

Auth_25_1

.756

Auth_17_1

.737

Auth_12_1

.723

Auth_11_1

.650

Auth_23_1

.467
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Appendix Q: Study II OSP PLS-SEM Item Measure Outer Loadings

Authenticity_1
Authenticity_2
Authenticity_3
Authenticity_4
Authenticity_5
Authenticity_6
eSatisfaction_1
eSatisfaction_2
eSatisfaction_3
eSatisfaction_4
eSatisfaction_5
eSatisfaction_6
eSatisfaction_7
eSatisfaction_8
eSatisfaction_6
eSatisfaction_10
eSatisfaction_11
Immediacy_1
Immediacy_2
Immediacy_3
Immediacy_4
Immediacy_5
Immediacy_6
Immediacy_7
Intimacy_1
Intimacy_2
Intimacy_3
Intimacy_4
Intimacy_5
Intimacy_6
Intimacy_7

Authenticity eSatisfaction Immediacy Intimacy
0.790
0.705
0.861
0.894
0.878
0.871
0.839
0.855
0.829
0.855
0.866
0.847
0.825
0.824
0.796
0.797
0.849
0.892
0.841
0.849
0.829
0.810
0.812
0.843
0.752
0.851
0.856
0.762
0.857
0.823
0.869
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Appendix R: Study II OSP PLS-SEM Item Measure Cross Loading Analysis
Authenticity eSatisfaction
Authenticity_1
0.7895
0.3039
Authenticity_2
0.7054
0.3719
Authenticity_3
0.861
0.4391
Authenticity_4
0.8941
0.463
Authenticity_5
0.878
0.5073
Authenticity_6
0.8707
0.5639
eSatisfaction_1
0.3735
0.8394
eSatisfaction_2
0.3323
0.8553
eSatisfaction_3
0.3526
0.8288
eSatisfaction_4
0.4131
0.8547
eSatisfaction_5
0.4013
0.866
eSatisfaction_6
0.5843
0.8469
eSatisfaction_7
0.6052
0.8252
eSatisfaction_8
0.5231
0.8235
eSatisfaction_9
0.5932
0.7957
eSatisfaction_10
0.3144
0.7974
eSatisfaction_11
0.3403
0.8485
Immediacy_1
0.3537
0.7324
Immediacy_2
0.3533
0.731
Immediacy_3
0.3511
0.7098
Immediacy_4
0.3154
0.6781
Immediacy_5
0.3526
0.6578
Immediacy_6
0.4699
0.7465
Immediacy_7
0.3709
0.7515
Immediacy_8
0.5577
0.5008
Intimacy_1
0.6106
0.3555
Intimacy_2
0.6486
0.3688
Intimacy_3
0.5995
0.5661
Intimacy_4
0.6224
0.3749
Intimacy_5
0.5893
0.2719
Intimacy_6
0.6724
0.3179
Intimacy_7
0.7895
0.3039
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Immediacy
0.2491
0.3522
0.3421
0.3957
0.4002
0.4368
0.7809
0.8015
0.7508
0.7067
0.7629
0.6777
0.6464
0.6676
0.6204
0.7253
0.7287
0.8921
0.8413
0.8485
0.8286
0.8103
0.812
0.8432
0.3688
0.2115
0.2554
0.5171
0.2883
0.1931
0.1824
0.2491

Intimacy
0.4868
0.4792
0.6784
0.6566
0.7069
0.6897
0.3467
0.2991
0.2839
0.3676
0.341
0.4691
0.5462
0.4975
0.5556
0.3238
0.3352
0.2756
0.3262
0.2609
0.2539
0.2791
0.3669
0.3271
0.7517
0.8507
0.8561
0.7621
0.8566
0.8225
0.8691
0.4868

OSP HOC
0.5876
0.6064
0.7317
0.7625
0.7793
0.7887
0.647
0.6243
0.6007
0.6335
0.6462
0.7187
0.7405
0.7024
0.7278
0.5905
0.6052
0.666
0.6606
0.6382
0.6139
0.6267
0.7032
0.6697
0.6686
0.6456
0.6825
0.7599
0.6884
0.6158
0.659
0.5876

Appendix S: Study II Harmon Single Factor Common Method Bias Test
Total Variance Explained
Initial Eigenvalues
% of Variance

Extraction Sums of Squared Loadings

Component

Total

Cumulative %

1

15.575

48.673

48.673

2

5.230

16.344

65.017

3

1.315

4.111

69.127

4

1.002

3.131

72.258

5

.780

2.436

74.694

6

.675

2.109

76.803

7

.614

1.920

78.723

8

.572

1.787

80.510

9

.517

1.616

82.126

10

.503

1.572

83.698

11

.494

1.544

85.242

12

.409

1.278

86.520

13

.369

1.152

87.672

14

.342

1.069

88.742

15

.339

1.058

89.800

16

.331

1.035

90.834

17

.301

.940

91.775

18

.293

.916

92.690

19

.255

.797

93.487

20

.243

.759

94.245

21

.222

.695

94.940

22

.203

.634

95.574

23

.200

.625

96.200

Extraction Method: Principal Component Analysis.

*Podsakoff, et al. (2003)
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Total
15.575

% of Variance
48.673

Cumulative %
48.673
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Total Variance Explained
Initial Eigenvalues
Component

Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

24

.179

.559

96.758

25

.173

.540

97.298

26

.160

.500

97.798

27

.145

.452

98.251

28

.130

.405

98.656

Extraction Method: Principal Component Analysis.
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% of Variance

Cumulative %

